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Rough Proofs 


A textile expert predicts silk will 
never regain its former position as| 
king of the fabrics. Just let that 

ews get around among the gals, | 
vad there'll be the biggest post-w rar | 
silk stocking boom you ever saw. | 


- = 


Now that Tanglefoot is putting! 
iess emphasis on the fly paper mar-| 
ket, maybe they’d be willing to 
listen to a proposition from some 
enterprising liquor advertiser. 


~, F ¥ 


General Mills, a news story points | 
out, has 250 flour brands. And as 
in the case of the old woman who)! 
lived in a shoe, the parent probably 
has a hard time remembering the 
names of all his children. 


a a 


ADVERTISING AGE reports a “con- 
sumer” campaign by North Ameri- 
can Aviation, Inc., in the multi- 
million circulation magazines. No| 
doubt it will be supported with store 
displays and house-to-house can- 
vassers. 


- we ©. 


| paste, 
|in arrangement which gave them so 


The old-fashioned fight manager 
who used to yell “We wuz robbed” 
now has a son in politics who under 
similar circumstances can be 
counted on to announce, “I was mis- 
juoted.” 
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“Vitamins used, but not under-| 
stood, food study shows.’’—Head- 
line in ADVERTISING AGE. | 

And the same thing might be said | 
of meat and potatoes. | 


v v v 
According to news reports, Teel’s | 
“softer” copy on dental abrasive 
damage gets a _ better readership 


than the sensational stuff. People 


are a little harder to scare these 
days. 
v v v 
The author of “An Ad Man’s 
Diary” wonders why star copy- 


writers quit writing copy when they 
get to be executives. Trouble is 
they can pick both their views and 
their secretaries. 


= = © 


An advertising executive is a man 
who spends twice as much time ex- 
plaining how he wants the copy 
written as it would have taken him 
to write it in the first place. 


vsy+s 
Frederick Purdy has come up 
with a grand idea for solving all 
economic ills through something 


called “mass consumption.” Maybe 
he ought to get together with the 
fellow who dreamed up technocracy. 


7, FF 


arm Journal portrays agricul- 
tural prosperity by showing a far- 


mer driving his tractor through the 


Might, with headlights blazing a 
tl between the furrows. But the 
corn-hog producer doesn't get time 
ur i half for overtime. 
v v v 
e Sons of America are all in a 
dither because a brewer has spon- 


sored a historical booklet on Valley 


They'd be terribly shocked 
if neone told them G. Washing- 
ton used to hoist one once in a 
wh 

v ’ v 
The makers of Germaine Monteil 
lipst have come out with some 
senso ional copy. They admit their 
Prod doesn’t aid war morale, it 
Just 


ikes women look prettier. 
Copy Cus 


how one of the country’s great mar- 
keting 
/business—has met its problems of 
‘selling in a wartime economy can 


|catalogs of the huge organizations, 


/which this week went into the 


dent 


| Chicago 


How Mail Order 


Met Its Problems 


Shown in Catalogs 


New Books Show Titans’ | 
Ingenuity in Packaging, 
Production Trouble 


By JOHN CRICHTON 
Chicago, July 23.—A picture of 


segments —the mail order 


be gleaned from the fall and winter 


mail, 

As three of this city’s titans re- 
leased their “big books,” it was evi-| 
that many of the obstacles 
which have impeded the selling-by- 
mail business have been hurdled or | 
circumvented. For example, both | 
Sears, Roebuck & Co. and Montgom- | 
ery Ward & Co. have developed a 
tinless tube for packaging private 
brand shaving cream and_ tooth- 
thus avoiding the tube trade- 


much trouble earlier in the year. 
Mail Order Company an- 
nounces that over 50 per cent of its 
prices are cut below March ceiling 
levels, indicating the vigor with 
which the field has operated to clear 
its way through the General Maxi- | 
mum Price Regulation, no small job | 
when a company carries the amount | 
of items present in the mail order | 


| inventory. 


Ceiling Based on Retail 


An interesting story hinges on the 
establishment of ceiling prices for 
the winter catalogs. The mail order 
ceiling, had it been established on 
the prices prevailing in catalogs in 
March, would have forced the mail 
order business to operate under 
prices set almost a year ago. This 
economic impossibility occurs be- 
cause the spring catalog—which | 
was effective in March—is printed 
in December, and is priced at Octo- 
ber-November levels. 

After a conference with OPA, it 
was agreed that the preliminary 
basis for catalog ceilings should be 
the prices charged for identical 
articles in the companies’ retail 
stores in March. The retail store, 
of course, had raised prices when- 


ever necessary. Then OPA asked 
the mail order operators to show 
retail and mail order prices for a| 


list of 1,000 cost-of-living items for 
three years, 1939-40-41. Thus hav- 
ing established a “normal differen- 
tial” between retail and mail order 
prices, the mail order companies 
were allowed to charge the March 
retail price, less the differential. 
The definition of “normal differ- 
ential” is tricky. One Sears official, 
explaining it, said that the differen- 
tial between retail and mail order 
might range from 5 to 30 per cent. 
The average, he thought, would 
probably be in the neighborhood of 
(Continued on Page 28) 
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YOUR TEETH AGAIN_ 


Read this report —for the sake of Hoauty and Safety 


Turns Spotlight 


NEW COPY FOR TEEL 
BEFORE YOU BRUSH 


Mutual Revises 
Rate Structure 
to Aid Locals 


Network Groups 
Affiliates by 
Size of Markets 


New York, July 23.- 


isos sacs P 
]eel prorecrs teem 2) 
qlee! Bute 


First insertion in forthcoming campaign 
for Teel features renewed emphasis on 
the harm that can come to teeth through 
abrasives contained in other dentifrices. 
Details of the drive were reported in 
Advertising Age last week. This copy 
appears in This Week Magazine, July 


down and one to go today 
Mutual 


as the 
Broadcasting System fol- 


to be published next week. (Sig- 
nificant rate announcements of Blue, 
CBS and NBC were reported in 
ADVERTISING AGE May 18, June 15, 
and July 20.) 

Basic purpose of the new Mutual 
rate structure is to encourage ad- 
vertisers to purchase larger net- 
works, thus improving the economic 


on Radio Plugs 


Singles Out ‘Bee Oh’ 
In Sudden Drive 


relieving its own problem of sta- 


: H tion relations. 
To Purify Air 
Y Whereas CBS attacked the small 
New York, July 24.— Having station problem by granting a 15 
‘scientifically debunked” cigaret ad Per cent added discount to the 


advertiser who purchases a full net- 
work, and Blue by increasing dis- 
counts as various groups of stations 
are added, Mutual has revolution- 
ized its entire setup. 


claims in July, only to precipitate 
the most intensive newspaper cam- 
paign in Old Gold history, The 
Reader’s Digest this week placed 
radio's commercials under scrutiny. 
The lead article in the August 
Digest, due on newsstands this 
weekend, is entitled “Radio’s Plug- 
Uglies.”” In it Robert Littell, the 
associate editor who reported on 
“Cigaret Ad Fact and Fiction” in 
July, reviews the activities of a 
group known as Plug Shrinkers—‘“a 
committee to renovate radio adver- 
tising.” 
Leading off with 
(Continued on 


Classify Cities 


For the first time cities are 
grouped into three classes, “A” or 
basic markets, “B” supplementary 
markets (roughly those of more 
than 30,000 population), and “C” 
/markets, the smaller cities. 

Maximum discounts remain at 50 
|per cent for the class “A” markets, 
“Sad Sam the} but increase to 60 per cent in the 
Page 27) (Continued on Page 27) 


Last Minute News Flashes 
Lima Bean Growers Name J. Walter Thompson 


Los Angeles, July 24.—California Lima Bean Growers Association, 
Oxnard, Cal., cooperative controlling more than 50 per cent of California 
lima bean production, and which has advertised continuously since 1928, 


has placed its account with the local office of J. Walter Thompson Com- 


pany. Advertising will feature California dried lima beans under the 
Seaside brand. 
Pan-American Coffee Bureau to Mathes 

New York, July 24.—Pan-American Coffee Bureau will place its ad- 
vertising through J. M. Mathes, Inc., effective Aug. 25, it was learned 
today. Promotional plans are being developed by a joint industry 
committee. 


Hotchkiss Heads B-S-H Program Development 


Chicago, July 24.—Charles Hotchkiss, who has been with the agency 
for some time, has been named head of a new department of Blackett- 
Sample-Hummert which will specialize in new program development and 
talent contact. 


Wortman, Barton, Goold Adds Vadsco 


| 


| of 


position of its smaller affiliates, and | 


amples at 


New York, July 24.—Vadsco Sales Corporation today announced that | 


it had appointed Wortman, Barton & Goold to direct all advertising of 
Mavis, Djer-Kiss and Delettrez toiletries. The appointment is effective 
immediately. 

Arrid Copy Schedule Released 


New York, July 24.- 
deodorant, 
40 national 
program over 


-Fall ad schedules for Carter Products’ 

released today, will slightly exceed 1941 totals. Included are 

magazines, 900 dailies, spot radio, and the Jimmy Fidler 
the Blue Network. Small & Seiffer is the agency. 


Arrid 


i chinery 


‘WPEB Civilian Program 


Raises Question of Brands 


But Observers Doubt 
That Trademarks Will 
Be Blacked Out 


By IRWIN ROBINSON 


Washington, D. C., July 23.— 
Although the War Production 
Board’s adoption of a long-range 


program calling for concentration 
of civilian goods production in a few 
plants represents perhaps the most 
significant move yet directed at non- 
military products, the proposal does 
not necessarily mean a complete 
blackout of brand names and trade- 


—Radio’s bat- marks. 
tle of the rate cards stood at three! 


Donald Nelson's reference 
“maintenance of trademarks” 
the pertinent problems 


to the 
as one 
which 


26 issue. Biow Company is the agency. lowed CBS and the Blue Network | must be solved underlined this 
in announcing sweeping rate and! point. And discussion of the subject 

’ ’ . ' discount revisions, while NBC offi- with other WPB and OPA officials, 
R d ) t cials put the finishing touches on as well as some of the manufactur- 
@d er . Iges their Rate Card No. 30, expected ers directly affected, contributes still 


further to the conviction that man- 
ufacturing anonymity is not a likely 
prospect, for the immediate future 
at least. 


Many Factors Considered 


In announcing its concentration 
policy for civilian goods, the WPB 
was motivated by considerations re- 
garded as far more important to the 
war effort than the trademark prob- 
lem. Chief among these are utiliza- 
tion of labor in certain areas not 
engaged intensively in war produc- 
tion—New York City, for example. 
Another factor is the most efficient 
use of transportation facilities. Still 
another is the desire to keep smaller 
plants, not well equipped for 
conversion large manufacturing 
establishments, going for the dura- 
tion. 

Much of the confusion resulting 
from widespread publicity accorded 
so-called “Victory” models, stems 
from unfortunate terminology. To 
most people, a “Victory” model con- 
notes a_ standardized, unbranded 
product. In actual practice, how- 
ever, judging from two specific ex- 
hand—gas ranges and 
bicycles—“Victory” model means an 
emergency product that meets cer- 
tain stipulated, minimum standards 
of quality and performance, dis- 
pensing with many critical materi- 
als. In neither of these two product 
classifications has there been, or is 
there any indication that there will 
be in the forseeable future, a com- 
plete elimination of manufacturers’ 
identity or brand names. 

Chief basis for many of the exag- 
gerated reports circulated regarding 
the imminence of Victory models is 
probably the intense interest neces- 
sarily being evinced in standards 
and simplification by both WPB and 
OPA. Both agencies are working 
in unison in tackling the problem, 


as 


as 


although their motivating factors 
are somewhat different. The former 
looks to standards and simplified 


practices as a means of conservation 
of materials and production facili- 
ties; while the Henderson office is 
keeping an alert eye peeled lest 
deterioration of quality in consumer 
goods become a subte*fuge for de- 
feating the objectives of price con- 
trol. 


How Misunderstandings Arise 


WPB is currently utilizing three 
methods in developing standards 
and simplified practices, depending 
on the immediate problem in hand. 
First, the facilities of the Bureau of 
Standards are brought into play 
wherever possible; second, the ma- 
of the American Standards 
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Association is used to develop quick | undertake the formulation of mini-|than a blackout of brand names. | . 

emergency standards; and third,,;mum performance and safety stan-| Actually, the manufacturers which Relief Granted on 
consultation directly with the indus-| dards for future production in the| produce the new designs will retain 

try affected sometimes brings de-| gas range field was not authoriza-| their brand identity, although some | 


sired results. |tion for a highly standardized, un-| will append the term, “war model.” | Abnormall low 
OPA likewise stresses flexibility | branded model. In this field the “Victory” termi- 


in its approach to the maintenance After July 31, some half-dozen,| nology used by WPB and ante 

of quality standards. Action thus) medium-sized and small appliance| was especially confusing, because | 

far has run the full gamut from) manufacturers will be permitted to| Victory is the registered . a rices on’ @d YY 
formulation of minimum standards| carry on production on this basis,!of a single manufacturer. 

in the wearing apparel field, for|but each product may carry the| understood that the latter sooo’ .| 

example, to acceptance of existing| manufacturer’s brand name or any) license others to use the name, but} OPA Permits Revision 
products as minimum quality stan-| other name the latter cares to|the offer was politely turned down | of Temporary Prices 
dards for the future, as in the case| append. by competition. Thus, “war model” | 


of packaged soaps, reported else-| Cites Bicycle Example is the descriptive tag adopted by the in Effect in March 


where in this issue. bicycle industry. 
The latter procedure, incidentally That gas range manufacturers | Washington, D. C., July 22.—Re- 
; ; ‘ -s , : , ‘ ad po i s , Vv. ©., y 
appears to be destined for wider and | will pursue this policy is shown by atustry ne Cyperwuaty tailers, wholesalers and manufac- 


wider use in the future. OPA offi-| the list of approved names just pub-| The general impression observers| turers whose prices were abnor- 
cials indicate that orders covering|lished by the American Gas As-| carry away after discussing the sub-| mally low throughout March as the 
other everyday consumer items, | sociation, which reveals that manu-| ject with OPA and WPB spokesmen | result of special merchandising 
many of them important advertis-|facturers turning out the “marginal”|is that in the immediate future|“deals” or temporary price reduc- 
ing classifications, may soon receive|models will attach their regular|major emphasis will be placed on| ‘tions have been granted relief by 
the same attention as soaps and | names, in some instances adding the| maintenance of minimum quality | the Office of Price Administration 
cleansers. _descriptive term “Victory Model.” /and performance standards in exist- through an amendment to the gen- 
The concern of merchandisers} Only a few days ago the Victory | ing products still available to con-| era] freeze order. 

over the Victory model issue began| model issue came to the fore again|sumers, rather than wholesale for-| The amendment provides relief. 
in mid-May, when WPB issued an | when WPB amended a previous! mulation of new standards and) ynder the following conditions: 

order limiting the amount of stra-| order regulating the production of) so- -called Victory models. 1. Any seller, other than a re- 
tegic metals to be used in the| bicycles, to permit what it termed| One interesting sidelight on the tailer, whose maximum price for a| 
manufacture of gas ranges and other | “the manufacture of approximately| whole situation is the regret ex-| commodity is based on a_ special | 
kitchen appliances, effective July 31,| 100,000 Victory model bicycles be-| pressed by some officials who for- | “deal” or other price reduction 
some observers immediately jumped/| tween July 1 and Aug. 31.” Once|merly were exponents of standards | limited to four months, may raise 
to the conclusion that the first Vic-|again in this instance the term|in the consumer goods field, that | his maximum to the highest price at 
tory model was in the offing. Actu-| “Victory model” referred to a sim-| industry did not see fit to assume | which he delivered the commodity 
ally, however, WPB’s request that | plification of design and elimination| the initiative when the opportunity | during the 30 days immediately pre- 
the American Standards Association|of many critical materials, rather | presented itself. ceding the temporary reduction. 


2. A retailer whose maximum 


la result of a special “deal” which 


fo supplier made available to him 
may raise his maximum to the 
| highest price at which he delivered 
| Be commodity during the 30 days 
| immediately preceding the tempor- 
ary reduction. 


A New AND Timely EDITORIAL PLATFORM Types of Deals Covered 


A retailer who made a temporary 
price cut on any product in the 
absence of a special offer from his 


Now is the time for clear thinking JUStment of his maximum price if 

. + his ceiling is abnormally low in re- 

and clear formulation of policies. In lation to his competitors and causes 
a simple, direct 12-point platform, him substantial hardship. 

SOUTHERN AGRICULTURIST clarifies Types of “deals” covered by the 

the hopes, aspirations and philos- _amendment include free merchan- 

ophy of its nearly MILLION sub- dise offers, combination sales at cut 


. , prices, one-cent sales, and special 
scribers ... Our editors planned discounts designed to stimulate 


this new platform from a con- business during slack seasons. The 
tinuous review of reader letters amendment also requires sellers to 
. . > sar > “Agi al 

. thousands of letters express- report to the nearest OPA regional 


, , . , office within 10 days any adjust- 
ing the views outlined in each mente mote. 


point of this platform. As an example of how the amend- 


Clearly 6 now oe te ta Ge ment will aid hard-hit manufactur- 
y ers, take the hypothetical case of a 


making for southern agricul- national advertiser of sun tan lotion 
ture, a new era for private | who made deliveries to retail stores 
enterprise and a better way in February at a net price of $2.80 
of living .. . SOUTHERN per — ~ March or a 4 
promote early-season sales, he made 
service® AGRICULTURIST states these all deliveries at a 15 per cent dis- 
principles in this 12-point count, announcing in his price lists 
platform. that the discount would end April 
30. 


Another Example 


Until the new amendment was 
issued, this stricken manufacturer 
was forced to continue the 15 per 
cent discount which was in effect 
during the base period. Now he is 
permitted to go back to his regular 
price of $2.80 per case, because the 
offer was temporary in nature. 

On the other hand, the manufac- 
turer of a brand of macaroni, for 
example, who had advised whole- 
salers that all sales after Jan. 1, 
1942, would be made at a discount! 
of 8 per cent off list, and who gave 
no termination date for the offer 
and in fact continued it until June 
1, must continue to sell at the 8 per 
cent discount. In this case, a tem- 


| price for a commodity is reduced as| 


supplier may apply to OPA for ad-| 


_——— 


porary provision was absent. and 
hence the advertiser must retain ))j< 
March price. 

Manufacturers taking advan} 


ige 
of the amendment must be able t, 
prove the temporary (defined as 


meaning 123 days or less) character 
of their merchandising offers. Re- 
tailers who obtained goods at re. 
uced prices through such offers 
must sell all supplies obtained a 
the lower price at the special figure. 
but can restore prices to their for. 
mer level when cut-rate stocks are 
unloaded and replaced by th, 
bought at the higher price. 
OPA MAY HELP CHAIN 


STORES ON CEILINGS 

Chicago, July 20.— David Gins- 
burg, general counsel of the OPA. 
declared here last week that the 
trend toward diversion of supply 
from volume purchasers with low 
price ceilings to small quantity pur- 
chasers with higher ceilings may 
lead OPA to resort to allocation of 
goods in order to correci this condi- 
tion and obtain an equitable dis. 
tribution to all sellers. 

The attorney pointed out tiat 
| chain stores, department stores ond 
other large buyers have _ suffered 
from the reaction of suppliers to the 
/price ceiling. Many manufacturers 
‘have preferred to sell where the 
price ceiling is higher, thus striking 
at the low-margin, high-volume op- 
erator. If nothing is done about 
this situation, Mr. Ginsburg said, 
large retailers may be unable to get 
enough goods to sell at low prices, 
particularly in the face of diminish- 
ing supplies; the consumer will, 
therefore, be forced to buy from 
other sellers at higher prices than 
| those he paid at the low-price store 
in March. 


se 


Recalls Canada’s Remedy 


Mr. Ginsburg emphasized that it 
was OPA’s policy to guarantee 
equitable distribution through cus- 
tomary channels, and asserted that 
“if necessary, goods may be allo- 
cated to insure this result.” He 
pointed to Canada’s experience in 
this connection, recalling that the 
Dominion’s meat packers indicated 
reluctance to supply chain stores, 
preferring to sell where higher ceil- 
ings gave them a better price. The 
Wartime Prices and Trade Board 
promptly stepped in and directed 
the packers to continue to supply 
retailers whom they had previously 
serviced and in the same _ propor- 
tion. 


Pebeco Returns 
to Newspapers 


Starting the end of July and run- 
ning through to the middle of De- 
cember, Lehn & Fink Products Cor- 
poration will resume newspaper 
advertising for Pebeco_. tooth- 
powder. Eighty-five dailies in 55 
key cities throughout the country 
will carry ads of 150 lines once 4 
week. 

Copy will feature Pebeco Pete, 
super salesman, in straight product 
selling. Lennen & Mitchell, Inc. 
New York, is the agency. 
| itininieidaais 


Gets Luggage Account 


Norman D. Waters & Associa 
New York, has been named adver- 
tising agency for Boyle Leatie! 
Goods Company, New York, mae! 
|of Vagabond luggage. 


Richards a Vice- President 

Guy Richards, media department 
executive, has been elected a e 
president of Compton Advert 
New York. 


a ae 
ea ” 


This 12-point platform will be steadfastly followed in our editorial Se STANDARD STUDIOS 


pages. We hold that our primary function is to clarion the opinions Is reed by 2 ovr of every 5 
of our several MILLION readers . . . Because we unify between eaten 
the covers of our publication the purposes of southern agriculture, 

we achieve the ever-increasing loyalty of our readers. 

Our advertising offices will gladly give you the full facts of what 

we are doing, and with what results. 


SOUTHERN AGRICULTURIST 


Nashville 420 Market St. Graybar Bldg. 230 N. Michigan Ave. 
Tennessee San Francisco New York 


General Motors Bldg 
Chicago Detroit 
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Boulevard 
out of business £ 


The photo’s no phoney! But where are the 
speeding traffic streams, the close-packed lines of 
cars, the parade of pedestrians? ... This is the 


Boul Mich at 9:30 on a Sunday morning! 


Michigan Boulevard and most Main Streets are 


Oo — = «- F 


deserted on Sunday. People are home, at ease. They 
have time to pay attention to whatever interests 
them— including advertising! 

And Sundays, at home, there’s a tremendous 
advertising thoroughfare that not enough adver- 
tisers know about—in the Comics sections of 
Metropolitan Group. The best prospects may not 
be tuned in on your radio program. They may miss 
your advertising in the news sections ... but few 
people miss the comics sections. And you can’t 
miss with advertising in the comics sections! 

Metropolitan Group comics sections have 81% 
readership among adult men, 79% among adult 
women—and practically 100% among children. 
No other medium gets more eye traffic, higher 
reception or readership. No other advertising or 
activities interfere—because the Sunday Comics 
are a deep rooted habit, get » regular, every week, 
family reading... The Group includes 12,000,000 
circulation—in the largest and best Sunday news- 


papers, with majority family coverage in more than 


a thousand cities and towns—concentration where 
two-thirds of all retail sales come from, coverage 


enough to get any worthwhile message across, to 


get action for any good idea or product. Four colors 
to work with. Half-page units that show a lot, say 
a lot. And a cost close to ordinary r.o.p. 


Find out more about this Sunday medium— 


for your everyday advertising dollar. Ask any office! 


Metropolitan Group J 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune « Cleveland Plain Dealer « Des Moines Register ¢ Detroit News « Detroit Free Press 
Milwaukee Journal « Minneapolis Tribune & Star Journal * New York News « New York Herald Tribune ¢ Philadelphia Inquirer ¢ Pittsburgh Press * Providence Journal 
Rochester Democrat & Chronicle + St. Louis Globe-Democrat « St. Louis Post-Dispatch « St. Paul Pioneer Press * Springfield Union & Republican + Syracuse Post-Standard * Washington Star * Washington Post 


220 East 42d Street, New York + Chicago: Tribune Tower + Detroit: New Center Building + San Francisco: 155 Montgomery Street 
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Advertisers Weigh 
Price Control as 
Major Copy Theme 


OPA Program Due for 
Support in Newspapers 
and on the Air 


Washington, D. C., July 22.— 
Efforts by the Office of Price 
Administration to enlist the support 
of advertisers in bringing to con- 


sumer attention the vital story of 
price control, which have already 
borne fruit in the retail field, will 


soon make themselves felt in copy 
placed by national advertisers, it 
was learned here today. 

Within the next few weeks price 
control and its significance in the 
nation’s economy will emerge as a 
copy theme in newspaper space and 
on radio spots placed by national 
advertiser.. Most likely classifica- 
tions indicated for the debut of such 
copy are grocery products, textiles 
and appliances. 

The OPA campaign to line up 
advertising support in what it con- 
siders an essential phase of the anti- 


inflation fight is being directed by 
a group of advertising and market- 
ing men, headed by Wroe Alderson, 
chief of the commercial relations 
branch of the OPA consumer divi- 
sion, who was research director for 
Curtis Publishing Company. His 
staff includes John Orr Young, New 
York agency man; Harry Bishop, 
one-time promotion manager of The 
Saturday Evening Post, who has 
also served with Lord & Thomas and 
MacManus, John & Adams; Russell 
Ziegler, from Cluett, Peabody & 
Co.; and Irwin Swann, of Lord & 
Thomas, who joined the staff this 
week. 


A Difficult Problem 


Chief obstacle encountered thus 
far in the effort to introduce the 
OPA program as a copy theme has 
been the difficulty in weaving the 


story into advertisers’ regular mer-| 


chandising efforts. 


Most copy deal-| 


ing with price control has  been| 
institutional in nature. The OPA 
admen, however, believe that a} 


more dramatic concept of price con- 
trol and its implications must be 
created before the theme can be 
taken up on any sustained basis. 
It is the expectation of these men 
that the relative appeals of several 
different aspects of the problem will 


undergo tests during the next 
month or two. 
One national advertiser, for ex- 


| struggle. 


ample, will utilize informative copy 
on price control as a means of 
creating good will for dealers, many 
of whom have been caught in a 
squeeze on more than one occasion. 
In effect this promotion will strive 
to solidify the relationship between 
retailer and consumer, at the same| 
time emphasizing the stake of all 
concerned in the conquest of infla- | 
tion. 


Cite Negative Appeal 


In discussing the possible alloca- 
tion of some of their space and time 
to this subject, advertising men 
have pointed out to the OPA the 
negative idea represented by the 
term “price ceilings” and the result- 
ing difficulty in building a convinc- 
ing story. The point that must be 
stressed, they observe, is that price 
ceilings are not high prices, but on 
the contrary, an assurance that 
prices will remain low. 

Numerous retail stores through- 
out the country have taken hold of | 
the problem and turned out effective | 
copy dealing with the anti-inflation 
Acceptance of this copy | 
theme has been brought about by | 
the realization that the basic ele-| 
ments contained in the General | 
Maximum Price Regulation are} 
price, quality and service—the very | 


elements that have served as the 
bulwark of retail advertising for | 
years. 


industrial 


Vew York: 


miracles — is 
records, Every hour of every day and night — more 
tanks, more trucks, more guns. more planes! 


FOR YOU! 


YOUR freedom is at stake. 


And so Detroit —home of 
shattering all production 


The world’s automobile city has suddenly become 
the world’s greatest arsenal. Employment, production 
and payrolls are now greater than Detroit has ever 
known them! 


More than 500,000 Detroit men are engaged in 
war work and more are being added each day. They 
average $53.54 a week — a total weekly payroll of 
more than $26,000,000! They have money to buy 
now and they are purchasing War Bonds so they will 
have money to buy later on. 


The effective, economical way to reach these busy, 
prosperous workers is through the columns of their 
favorite newspaper — THE DETROIT NEWS. With its 
circulation now at an all-time high, THE NEWS goes 
into 63.8% of all homes in Detroit taking any news- 
paper regularly ! 


The largest A. B. C. recognized HOME-DELIVERED 


circulation in America! 


WEEK-DAYS— 380,495 SUNDAYS— 459,479 


The Detroit News 


THE HOME NEWSPAPER 


Owners ond operctors of Station WWJ — America's 
Pioneer Broadcasting Station — and Station W-45d-FM 


A. KLEIN, fve. 


Chicago: J. E. LUTZ 


/ Cola 
\“recording as 


| sure 


Atty. Gen. Biddle 
fo File Injunction 
Against Petrillo 


A oe 
intervention 


Washington, 


Federal today 


Station KSTP in St. Paul du,i,. 
union negotiations, were consid, 4 
responsible for the forthcoming feq_ 
eral action. 

It is expected in broadcasting 
circles that the AFM injune: = 
case will receive widespread pib|ic 
interest because of its bearing op 
small station operations, juke-bo, 
|operators, and the recording of 


July 23.—) popular and classical music. § 
fore-|the Supreme Court has refused 


stalled a complete explosion in rela- | is 
tions between the American Feder- | against labor unions, the case \j}) 
ation of Musicians and the radio) be followed closely by all indu 


and recording industries, just one 
week before the AFM ban on re- 
cording was scheduled to take effect. 

Attorney General Biddle an- 
nounced that the Department of 
Justice would file an _ injunction 
suit under the anti-trust laws to 
prevent the union and James C. 


Petrillo, its president, from prohibit- | 
ing union members from making| O’Leary, a brand new cartoon t: 


recordings for radio and other non- 
private use. 

Although details of the injunction 
bill and the date and piace of filing 
were not announced, a_ Justice 
Department official indicated that 
the action would be taken either in 
New York, the union headquarters, 
or in Chicago, where Mr. Petrillo 
lives. It was expected that the suit 
would be filed next week, so that 
a temporary injunction would take 
effect before July 31, the date on 
which the union’s recording licenses 


expire. 
Earlier Chairman James Law- 
rence Fly of the Federal Com- 


munications Commission dispatched 
letters to Mr. Petrillo and to Niles 
Trammel, president of the National 
Broadcasting Company, calling for 
full statements on the facts regard- 
ing the recent cancellation of the 
annual national high school 


| 
| 


| 


| 


} 


| 
| 
| 
| 


| 


or-| facial 


sanction earlier anti-trust ac: 


Cheerioats Trade 
Character Bows 
in Comic Sections 


(Picture on Page 31) 


Minneapolis, July 23. — Cheer; 
character, is now hobnobbing w th 
Hollywood’s elite in behalf of Gen- 
eral Mills’ ready-to-eat oatmea| 
cereal, Cheerioats. 

Introduced in four-color half ond 
third-page copy in the comic - 
tions last week, the perky little © r] 
personality is being featured in 43 
newspapers with nationwide circu- 
lation. Puck—the Comic Wee'ly 
and the Metropolitan Group e 
carrying the bulk of the current 
linage. Cheerioats copy also jp- 
pears in Look in two-thirds poge 
size, two colors, and some of the 
future Look advertisements aiso 
will feature Cheeri O'Leary. 

The first Cheeri O’Leary ad was 
headlined: “A Breakfast Star Is 
Born” and showed, in a_penc'|- 
sketch panel, how the artist cre- 
ated Cheeri. Selling copy is subtly 
put over by sketches of Cheeri’s 
expressions before, during 

€ 


chestra broadcast from Interlochen,| and after tasting Cheerioats for the 


Mich. 


No Comments 


first time. Idea that Cheeri is “go- 
ing places” is established by the fact 
that she carries a traveling bag, 


Mr. Petrillo could not be reached | inscribed: “Cheeri O’Leary, Cheeri- 
at the union’s New York headquar-| oats representative.” 


ters, where it 
was either in Chicago or St. Louis, 


was stated that he} 


| 
| 


and officials of the radio networks | 


and recording companies, although 
elated by the government move, 
refused to comment. 
An anti-trust action 
entirely unexpected in 


had been 
advertising 


‘industry circles because the United 


States Supreme Court had several 
| years ago refused to uphold a union 
|conviction gained by Assistant At- 
torney General Thurman Arnold in 
the “hod carrier case’ which was 
based on the principle that a union 
could not force employment of 
unneeded workers. 

Most large users of spot radio 
transcriptions have, like the Coca- 
Company, simply continued 
usual,” thinking it 
“inconceivable” that the union could 


enforce its recording ban. 


Recent outbursts of public pres- 
over the Interlochen camp 
incident, and over Mr. Petrillo’s 
action banning several bands from 
broadcasting over NBC _ because 
their programs would be fed to 


Hollywood-Bound 


Present plans call for Cheeri to 
be welcomed to the Hollywood film 
colony by the famed comedian and 


character actor, Guy Kibbee. Sub- 
sequent space will show Cheer! 
visiting various. stars, such as 
Johnny Mack Brown, Constance 


Bennett, the Jimmie Gleason fam- 
ily, and other movie notables so far 
signed for the series. 

Blackett-Sample-Hummert is the 
agency. 


Organize New Adclub 


The Advertising Club of Bing- 
hamton, N. Y., has been organized, 
and Robert M. Dunn, advertising 
manager of Agfa Ansco, elected its 
first president. Other officers are 
Sidney A. Mellen, advertising man- 
ager of Hills; McLean & Haskins, 
and Albert T. Tobey, manager of 
the Chamber of Commerce, vice- 
presidents; Emma Kay, advertising 
manager of Spaulding Bakeries, sec- 
retary; and Donald H. Grant, «d- 
vertising manager of Hall Printing 


Company, treasurer. 


WHICH NETWORK ? 


...now provides dominant stations in the 


important U.S. markets at lowest network 


cost...with the newest, simplest, most flex- 


ible rate plan in broadcast advertising. 


os - SS ws, 


on am %. 2. Get 2 ee es a ns 


se sth atin, (mmm I st th ta tall a tts el i a et i ee a ee ee ee et ee ee es OO 


re 


eet j . j ‘ ' : es Fg ¢ 
+ / ; : + eer a 
4 
; 4 ee Po 
SS ' 
‘@ 
Be: 
he bik 
bs o 
ee e 
a 
cae 
er 
oe 
aon 
ce os 
sf 
i 
ae EE 
ee 
eo e 
di : 
z ese | 
ki ee 
Ge 
ae 
~ Pak 
4 ce I 
ca 
i" afd 
id 
er aa ee 
i. ee 
: 7. Oe Ya a ssi ae les 
L —~ " r a : wife Ree ein; ¢ 
ie . ; * tae — 
ee _ wer ie w ad 
is , a 
ee ¥ — ile 
a JZ iad, , 
pala " ‘ eee ; 
ui, is ee Wo ey 
Poa ae a 
; wae q 2 8s < 5 , 
i a a ies > ; 
a - 7 | ‘ 
a Rey — ; \ Be 
Pe  Sgaee — a ¢ ¢ 7 ae 
pl “4 ec 
PS Ss i ) : 
pears Z a ies 2 eee : Bees 
si iss - | 
i ee | eg | 
Pa ES. sate reat 2a 
y &. + ** > Shee EEF 
‘i om to. le F 4 “i Si ca al 
ee oe Oy eer * 4 7) aa ope ol a ‘ 
ie > i ae ae Pe 
j —— a | 
. 2 a Bes Siti, ae ae ‘ ¥ P ne 
4 ee 7 o> bal. se ; o” 
a ela J: a % | 
eo. ce Dave ©) % ae 
= f ‘ “ 3 a — y 
+. Ty Ld ze : <i i 
i, ; : « ee ks he c, er. 
7 ay » red: es K, 
it oor ae -. . : Rui hace se. 7 
ae Pag 4 7 4 oy se ee si al ~ 269 ; _ a 
ates 7 al a * -_— * ; — f 
P re —— -— —— —— ¢ 
m ‘ F - - ar , ‘ i nS i § 
ee Se 9 eae reais s’ ple: aie c a 
‘ eae / i oe a - y 
aa es ee, 
ae ad - ae grey tS ae ’ Oe ale — 
‘ ra = Sie om ; ae ¥ 
d 7 Be ee ee ee i 
Rec eal 4 = ae ie ae ——————— ; 
27 a, - by RI irs ee 
eee - a o 7 ie tes : = ; 
es = ‘ cc {a 
rs —- Piao, er } 
z i — is . 
fe fees ili — a oe. & . a 
a0 ne Kinde a ge «= , 
Bes : cai RP eg Ae ° 
ae el Rae - a 3 tat! & : 
ees ee , S.4 ; 
a ce Ps oe ee % 
eee ‘ iy “ a ‘ 2 
5 ade. a ae Po =. ie 
aa 4 ae >. eo 
5 ai be aa rs — 
Bs vas : Be ; * : ig . Te a, : 
= _ aa we 
he = —— — ‘ 
st — | 
Po a |. — ae | SC 
: e. a a — a Ce eel 
Ss - - “ — | 
ot en - —.,- 7 
ead. *f a . ie 
saga - pi oe Sil 
BY 
‘ a ae ii 
Ss : ha ee 
: J ~~ 
; 4 lee 
3 >i ® 1: ms ‘d 
pee r — eee: 
"i — 
= = : Be ea hy: a 
ie e > i ‘oe : 
* ae 
Bye Y, 
= hae ‘ 
2 , co a : Cis KN U 
— 2 Tac Se m oe ree ; \ 
bi ae : f, 
ee. 
_ a TAN 
' bi ) 
ps | 
i 
a : a Take a peek at page 29} 
A ; 
; es | es 
H} ude 4 ‘ 
‘ re 2 oie . cr. ae 
q “" 2° Wt, Ps oe ot he a, * . 3 . ae are ¥s, ‘ <oew, ein ‘i en ean : . : ‘ a wae Si alieg ie 
27 ~ - A ai * s » . hea er at <i + i é J Ry a =" > al _ ; q ns . " :” r . i hl _ 4 i - . om x nd 2 — > 7 ; x ry * - 
“7, : * ols = pea oiee tee am a Gee see a : Pi He . i eae Fie. agers a ei iB AD i A lr ie ee , : es iy o Were = Margery 
fg ee ee ae ee Se Be BRE eRe oS ap SEP mie SES, ee Me a! ae ee 
4 — :. 9 : i eo ee we 4 a \ - Cae i 7 =e Si ty Med bs ‘ ¢ aces a He, 5 eR ee © Pf<% — & as ee + it (7h dee r ae 3 i 5 aed re som er” 
a . ea Pe we § oe ee BP t <7 Se ie ; aie igs . & as ire Deg eet: OO ae! EBS aes ° ih ex? ey cer te = peut ioe a re vs 
a‘ a eS pat a) a A ae eae i: 6 et age : joer Py & es Ssh fi = S Te, a ogee Ty thee oe wha, Ce ie Rebs, “ ly 
- > "hice gt es ; he ee coum : ipa pb oo aS ee , ; dey oe ae r Ae a. gee pg ae: oe ene ota, bate Ciel . v9 
oy es 7 ae ae : 7 ae a i ce we — ¢ “: a ae Eo ee PM afte ot ge 3 . # ‘ i ae ee tee “Phy being is ail en ot ae aa ine elt a aR ee : rt, 
a un aa sm me a a 5 , ae = ee it J ‘arn 4 Ot odbicgh d att > ae > 3 ‘ 2 3 oe 2m sig ime cna 4 . Ss ee: ae all prong, Feet Sig e 
Po ‘ os a pice Bae, oe Sg — Due hs ie. ae Ns Ng yy '. fF as ee i ee le Bae Pee: es oe os iS a et * eA 2 ‘ Tips Salt Toe e 7 = cs 
; ? ae 2 ae ee as - ww , Chee, Se es: a gt i na . 2 Wie S P ‘ +. 1 i ae Ss - om ‘ ' 5 i ae oo, Le be « 


July 27, 1942 ADVERTISING AGE 


“WHAT WAR IS DOING TO fm 
THE BUILDING INDUSTRY” fm 


Tus subject, which the whole country is concerned about, will 
be handled in our characteristic, practical manner in the October issue. 


Among Our 52,401 Paid Subscribers We of PracticaL BUILDER feel that the speed of the building industry’s 
These Are a Few of the Prominent Builders 


i Who Read PRACTICAL BUILDER development must be matched by the alertness of our publication in 
e Jemison & Co., Birmingham, Ala. 


h Mabury & Boriss Const. Co., Birmingham, Ala. serving our readers along these lines. 
: Southern Eng. Co., Center Point, Ala, Fe 
\- Ww. A. Beaubien, Phoenix, Ariz. 
Kraus Const. Co., Phoenix, Ariz. 


. .. @ hot air furnace built a 
: . ° ° ° d | d il , In the entirely within the chimney.” ge 
WF, Callahan Const. Ca. Tas Ningetes, Calif. New, sometimes startling—ideas are announced a most daily, It 
cNei onst. Co., Los Angeles, C a ° ° ° 2 as i 
d Tailored Homes ildg. Co., Lom Angeles, Calif pictures here shown we give you a little preview of the issue 
. David D. Bohannon Org., San ‘ranciseo, Cal. ‘3 por A 
rl Central Calif, Const. Co., Sam Francioro, Calif. the many things developed for war building. 
¢ Modernization Co. of Cal., San Franeisco, Cal. 
+3 Barrett & Hilp, San Francisco, Calif. 
l- Rex Moss, Venice, Calif. 
Better Built Homes Co., Denver, Colo. 


wie are eneestions -ats . The aluminum, magnesium, plas- 
y Quality Home Bldrs., Denver, Colo. But there are peacetime threats, too lhe alu : 8 , P 


e ag gh ag - 5 tics, copper and brass industries already have their new building prod- 
. Manuiectgreve Conch. Ce.. Wittianien, Det in the desi tage 
a — ‘. Fuller Co., Washington, D. c. : ucts in e esign Ss age. 
se M. Kaphocks Genst,’ Oo. Wesblente: bb, C 
“ Reliable: Home “Bilder, Ine Washington, D. ¢ And methods—the war is really teaching us something about speed; site 
3¢ Waverly Taylor, Inc., Washington, D. C. . . > . . ss cas 
Colonial Homes, Ine. Jacksonville, Fla, fabrication, etc. Yes, tools are and will be more important than ever. 
is he gre 2 é onst. aa Atlanta, Ga. 

i-State Const. Co., anta, Ga, A : . 
Is Bilis iees.. wl Chicane. 1. _ ai f ll ‘ | _— th a - is t -achin 5 manv , a ——— , : with 
I- fA. CON, .* But perhaps most important of all is a lesson this war is tee £ \ watonprense weed dein. 
" vermanen onstr. o., licago, . * ° . . . m . i‘. m » fan oaras. 
tly Dhert feu. Den Chee hl who have a misconception of the building industry. It is the simple fact 
" Burnside Const, Co., Chicago, mM. 

Christensen Const., Inc., Chicago, Il, 


stemoen Const, Ine, Chirag that the building industry is not a $15,000 home, nor a $6,000 home, nor 
ng Coath @ ross, Ine., Licago, . e 


a few of 


Ween" Hames, tng, Chieagos -_ even a $2,500 home. It is the whole, horizontal, vast, intricate business 
err & eber, *. Chicago, . e . . . . , " 
Metienman Const. Co. Chicas, ti. of building and re-building a// of this country’s structures. 
act Eon cna Sonat. Can Chlenne. Hl. 
A i Stone & Webster Engr. Corp., Chicago. i. “ . e . . . J . " : 
ri- | United Bide. Const. Co. “Ghigo Hh Wherever building materials and building machinery, tools and equip- 
agborg Const. Co., Chicago, A . oa¢ > , its 
Wolvatt Const. Co... Chicago, m1 ment are used—in the 125,000 communities of this country and on its 
Hows Nees, Andianapolis, Ind. ° 10,000,000 farms—there is your building industry. 

0 Ostrom Realty & Const. Co., Indianapolis, Ind 
ilm Modern Home Bldrs., Inc., Des Moines, I 

Capital Const. Co., Des Moines, Ta. 


ind Filis & Vollmer Const. Co., Wichita, Kans. No 
be , Kittle Construction Co., Louisville, Ky. 


small or special group, or “Cream of the Crop” ever did 
eri K bart Golem, Now Geisena te?” $12,000,000,000 worth of building in a year. 
. Dalgarn Const. Co., Ine., New Orleans, La. 


Mirabeau Const. Co., Ine., New Olreans, La. 


a. 


. a radiant floor hot-air 
furnace using clay tile ducts.” 
ce Sanders Engrg. Co., Portland, Maine e ‘ a e . . a . 2 . 
m- | Serer t oe: Raltmere. Ma. No publication with a circulation reaching only a segment of this indus- 
% Wm. B; es all, Ine., ‘ ore, 5 . g T 4 
a Sea Park Const Corp Haitimore, Mal try can give you more than a segment of the market. To get the whol 
voderest Const. Co., Inc., Baltimore, Md. ¢ ° . 7 . > “nea 7 . en 
the FE | filtert-Yarker, ine.” Boston. | Mass. market you need the horizontal coverage that Practical BUILDER gives 
Chandler Constr. Co., Ine., Boston, Mass. 
Federal Constr. Co., Inc., Boston, Mass. 


ederal Constr. Co. Inc., Bo with its 75,000 circulation to all types of contractor-builders. 
\ rnold Hart ma = N owt oy ‘ ( ‘outee, Mass, 

Harry J. Durbin, Detroit, Mich. 

Albert Kahn Associated Architects & Engi- 
ing- neers, Ine., Detroit, Mich. 


; Julius Porath & Son Co., Detroit, Michigan 
zed, General Homes Ind. Corp., Detroit, Mich. 
sing General Houses, Ine., Detroit, Mich. 
| its Whitney-Homes, Inc., Detroit, Mich. 
is Small Home Builders, Ine., Detroit, Mich. 
are New Homes, Inc., Detroit, Mich. 
van pares .* Miller, Grosse Point, Mich. 
alle o« Cabin Builders, Inc.. Minneapolis, Minn. 
sins, J. PL Hagst Const. Co., St. Paul, Minn. 
ra Rarshannn Ee. Seine” L_Fee Minn 59 E. Van Buren St. - - - - - = = CHICAGO 2 leated insulated 
Fo peter Corp. St. Paul, Minn. | Aton a 
ice- chols Companies, Kansas City, Mo. ene! URW 160 - i llinacey ye 
ng a Bldg. Corp., St. Louis, Mo. THE HOR I ZONTAL CONTRACTOR -B U HL D E R B U St N E s Ss P A P E R " on any éeilen house.” , 
td onerete Homes, Inc., Omaha, Neb. Ad ; ; 
ec- The L. Dorison Const. Co., Inc., The paper the entire industry reads. 
d- Jersey City, New Jersey 
brent Stevens Const. Co., Newark, N. J. 
ting Schroeder Const. Co.. Newark, N. J. 
Delaware Const. Co., Trenton, N. J. 
Bronxdale Homes, Inc., Bronx, New York 
— City & Suburban Homes Co., Brooklyn, N. ¥ al 
- Dewey Contracting Co., Brooklyn, N. ¥. 
Hydro Const. Co., Buffalo, N. Y. a . ° . 4 ° 
Cat Bros.. Ine.. gy, yn — The big magazine with a page size that does justice to your product and 
Geo. A. Fuller Co., New York, N.Y. | ~eec = > ‘ » 6 > e17e Mn: » oe ; vertisi / » 
Trowbridge. Homes, New Work, N.Y. message—at $885.00 per full page. (Same size page as Advertising Age.) 
(. Aronberg & Co., Inc., New York, N. ¥ r : ‘ : ildi i stry -achi > Cc ac y 
Federal Const. Corp. New York, N,v. The big value in the building industry, reaching more contractor buying 
Sener toast to hee tea ee power—with more paid contractor circulation. -than any other building 
Crown Engrg. Co.. New York, N. Y. ° * 
Merritt-Chapman & Scott Corp., New York City industry magazine. 
— ral d — mere, Co.. ty Seems ~. 
orton Const. Co., ew ork, . ° kT e 4 . < ets i » ts (Cc *j 
Osburn Const. Co., Inc., New York, N. Y. There is no necessity for standard, established products to lose their 
“. Contrg. Co., Inc., New YVork, N. Y. ons . 
Plonver Const. Co., New York, N.Y. markets except by default to more enterprising and glamorous 
Schelling, Busch, Snyder, New York, N. ¥ ° i i i i 
Vancuard Const. Corp., New York, N. ¥ competitors and new-comers, . site fabrication is cut- 
Continental Housing Corp., Rochester, N.Y. ting weeks of time from the 
Pon roy Organization, Inc., Syracuse, N.Y. ° i x 
Fonda Austin Const. Corp., Syracuse, N.Y. conventional house. 
Thos. Emery’s Sons, Ine., Cincinnati, Ohio 
Miller Properties, Ine., Cincinnati, Ohio 
H. } Ferguson Co., Cleveland, Ohio 
Ne nwood Const., Cleveland, Ohio 


r Homes, Inc., Cleveland, Ohio 
Maxon Const. Co., Dayton, Ohio 
wliated Steel Bldgs. Co., Dayton, Ohio 
Mark R. Bittner, Allentown, Pa. 
k H. Wilson, Ardmore, Pa. 
P. Meagher, Drexel Hill, Pa. 
| Holmes, Inc., Elkins Park, Pa. 
er Const. Co., Philadelphia, Pa. 
Homes, Inc., Philadelphia, Pa. 
in EB. Kovach, Jr., Pittsburgh, Pa. 
~ |. Olson Const. Co., Pittsburgh, Pa. 
‘erurla & Co., Reading, Pa. 
John H. Mee latehy, Upper Darby, Pa. 
Signey Conat. Co., Providence, R. I. 
n Bros., Dallas, Texas 
r Crest Corp., Houston, Texas 
H. ¢ Thorman, San Antonio, Texas 


fommon. Con, Corp., Richmond, Va. 
Dall Constr. Co., Seattle, Wash. 
NV 


Const. Co., Seattle, Wash. 
- Young Const. Co., Seattle, Wash. 
Bette Bldrs., Inc., Seattle, Wash. 


J —" a carpenter's saw will cut ". .. wallboard precut by the manufacturer . windows of new design, made for wer, ar non-corroding, non-metal 
Vint. ‘Conk Oe Fond de Lac. Wis, _ porous glass blocks for insulation.” at his factory.” but threatening peace-time markets. warm-air heating ducts. 
_— Bug Kirkpatrick, Milwaukee, Wis. 


» = 
hee teak. a 


“Sri a Ze S gre Maa 
7 Pe ei wis A i par eae YO Le 
a Pete eg ee ie mm) 
tego” Fae ae ma 


a . or ‘ 
— —e ss . a 
—s — - 
4 q . \\\ ; ee 
DER j \\\ i; a 
AX - > \\ ‘ ae, : 
- of x \ ms 
2 JT « ul ao. 5 
| } > S 7 _/ \O Ro * ey Ks 
Wr b. . ge % 
PAA : 4 f 
oom 1 + 
Ne 2 
| Kay sw 
+' T 1A4 ‘ wee ie 
4 2 y 2&2 \\ — / , 
- ( Z, - =}: =) 
. ’ Vi j ; ae M : = : '. 
* ‘ rr oon 2 — -* «ff = ogi 
esis a < Px 
aa ER + i 
i = 
eS 
aa _ 
oe G) @ © | 
——— hh lti(Ct 
ae ah : 
, 7 a. 3 
- ne i oe 
oe 4 
* - os 
$ v = , 
7 ee ry 
x ! Be at 
“ 
oe ' ag 
ir * 
f ° om 
“ —_ 
sites 
, 
: - ne : 
Lee 
* co ee 2 aout ee ail =. oe see A é } J" | = . a: | ae 
ae a ee aie < ee ae 2 ‘ } 4 “a at ra 
= ag ae a : 4 . to le La — ~ . + s fo 
"a a Pe oS. ae . be ré es ps fae ge ne za al a 
eel ee ee ee * ome ei ws aaa ft, § — 
— gue & = = a er ge i - = ” Sogge _ . - 4 : ioe 
gilts a ee % om x a an a = Ps <x : | de . : H 
i ‘ ita ‘— = q i ~ _ Pans * gs : t- / . Sa - wa * = = 
-_ be -  —- ed % : 7 We ~~ 7 im. . 
a . 2 e 4 ers est ac oo ‘ « a. - fy a 4 ‘ bs me 4 
a : a : 14 sy . re 
= ra, 
are 
ee me 
ee es oF apres eee ee , pe pinta ae is aa AR hg pee ayes. ae 
: : = 9 eee RE Ian wee a oe cies ag cara i eae ae fF f. : rs gs hy ee eg eats =e Wr SMe ys a f¥ “a ee NG 
feu t + he A ue unter ae ; e -§ aS Poi eae gee pee see he! 19 : ay = < a a Beg my ey, Figs an J ee ae coal é oe de ie z 7 ps . 
STi ge Bey ef Pgs ¥ ; aie eee 2 a oy Ke Ps fe rte: Me ey Be ad haa Lye ie = . Fay, tae ele F rar oe a ee F sap 
¥ ee ae bet a = i r ae ¥ il 7 rg - : ‘ e ‘ * # 3 Fs Fe aes Ps a me : ae af yo fs + 
; -; we Be LS g ea, “a4 = a eee. As . J ae Pike “os eee! en ee eee ee a vs ‘ . > -_°* 


‘ey 


ed 


ey Ri 
i 


6 


ADVERTISING AGE 


July 27, 1942 


Fried Foods Plus 
Heat—Bad Diet for 
C-I Steel Workers 


Chicago, July 23.—Steel mills in 
summer are a roaring inferno of in- 
dustrial production, and one of the 
factors which has bothered steel 
producers most is the tendency of 
workers to become ill under the 
temperature. 

This year, when production counts 
far more than in other years, steel 
men are making all sorts of efforts 
to prevent heat collapse, and to 
maintain the lines of production 
soldiers which spell victory in the 
race for material. In line with this 
preventive campaign, workers for 
Carnegie-Illinois Steel Corporation, 
U. S. Steel subsidary, are being told: 
“Fried potatoes can be 
agents!” 


enemy | 


Recommend Tablets 


Fried foods, tasty but difficult to} 
dige st. can raise havoc with a work- | 
er’s gastronomic processes, particu- | 
larly if that worker’s job consists 
of working near a blast furnace. 
Even without the fried foods, the| 
“beat the heat” job is difficult | 
enough. To that end, the corpora-| 
tion recommends that the workers 
take salt and dextrose tablets from 


| assistant 


dispensers 
plants. 


placed throughout the 


Through the use of these tablets, | 
which the company recommends be | 


taken one every 
working shift, illness has been re- 
duced to “a minimum.” 
the heat” program 
more than 125,000 
through motion pictures and book- 
lets. 


Joins Miner Agency 
James W. Christopher, 
advertising manager of Colonial 
Finance Company, has joined the 
Dan B. Miner Company, Los An- 
geles, as chief copywriter and 
account executive. He was formerly 
advertising manager of 
Stix, Baer and Fuller, St. Louis 
department store, and previously 


formerly 


with the advertising department of 
ithe St. 


Louis Post-Dispatch. 


| Joint Account 


Advertising of the National Cot- 
ton Council of America, Nashville, 
Tenn., 
tional magazines, is placed jointly 
by Alley & Richards, New York, 
and Rogers & Smith, Dallas. 


Named Ad Manager 

Janet Archibald has been named 
advertising manager of Hadley 
Company, Providence. She suc- 
ceeds H. A. Rosenquist. 


hour during the} 


The “beat | 
is brought to | 
employes| 
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Lie helps in thetr fatr distribution 


Cu 


The NATIONAL COMMITTEE oy 


Cavaptas COWMERCIAL TRAVELLERS 


| Notable among new advertisers in Can- 
| ada is the National Committee of Cana- 


currently appearing in na-| 


dian Commercial Travellers, organ 
tion of 40,000 traveling salesmen. 


iza- 


The 


copy shown is the first in a campaign 


appearing in Canadian dailies, thro 


Cockfield, Brown & Co. 


ugh 


Names Snow, Bates 
Brockton Fair, Brockton, 


Mass., 
has placed its account with Snow, 


Bates & Orme, Springfield, Mass. 


+ * * * * 


* * 


I hey Ne ver Heard 


" of the WLS NATIONAL BARN DANCE 


* 


*« 


* 
- gut THEY WILL /. 
ROS @ 
x iment il . 
x ENITO, Hitler, Hirohito—all will hear plenty from the WLS National x 
Barn Dance! For on June 27, Prairie Farmer and WLS broadcast the 
program from Bloomington, Illinois — and 7,500 people swarmed to see it! Each 
a contributed 100 pounds of scrap metal or 50 pounds of rubber for his ticket! * 
Scrap material turned in by 
these loyal Midwest people for 
* tickets totaled 605,000 pounds of * 
metal, 53,000 pounds of rubber. 
But in addition, they brought 
* even another 420,000 pounds of * 
metal and rubber, over and above 
that required to get their Barn 
* SCRAP IRON Dance pert Prairie Farmer- * 
AND WLS donated all proceeds from 
“ sale of the scrap—$3,600—to the 
* - 5 3 0 0 0 local McLean County USO fund. * 
y » | We are proud of the thousands 
x Vy POUNDS OF of patriotic WLS listeners andy 
Prairie Farmer readers who con- 
tributed this 500 tons of scrap 
x . proud that we could work * 
with them in this joint contri- 
bution to the war effort. And 
x their loyalty, their interest and + 
their responsiveness to WLS and 
Prairie Farmer projects extends 
x to advertisers in the paper and + 
y on the air, as well. 
* ciut werwoee x 
Burridge 
D. Butler 
x “” President ky x 
ser ——, oe eee Since 1841 
Strecstnrtes oF Manager 
x Jouw Biare & Commanrt 
. CHICAGO 
* * * * * * * * * 
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‘Tth Column’ Copy 
. Breaks in Dailies 


Safety Promotion 
Draws Approbation 
of Newspaper Editors 


(Picture on Page 31) 


Boston, Mass., July 23.—Ever 
since one of Franco’s Falangist gen- 
erals outside Madrid predicted that 
besides his four columns surround- 
ing the city he had a fifth column 
within, the use of the word “col- 
umn” to signify a threat has been 
in common vogue. This week Lib- 
erty Mutual 
released a national newspaper and 
magazine campaign capitalizing on 
the “Seventh Column,” 
this case represents carelessness. 

“This program supersedes all our 
normal advertising and sales pro- 
motional activities plus a very sub- 
stantial increase in our normal 
peacetime budgets,’ Bennett Moore, 
vice-president of Liberty Mutual, 
told ADVERTISING AGE. “Stamping 
out of the 7th column, we believe, 
is the finest contribution which 
casualty insurance can make to a 
nation at war, and Liberty Mutual 
has enlisted for the duration.” 


Need Unquestioned 


In an impressive brochure, Lib- 
erty Mutual traces its development 
of this advertising theme, and says: 
“We know that the ‘7th Column’ 
slogan will offend some _ people. 
But, no one can question the need, 
the vital need, for action. And 
there is no other phrase which packs 
so much punch.” The brochure 
goes on to relate that the phrase 
won overwhelmingly in tests in 
New York, Boston, Chicago and 
Pittsburgh, over the next. best 
catchword. 

Leading newspaper editors across 
the country endorsed the 
M. S. Sherman, editor of the Hart- 
ford Courant, wired: “You are quite 
right in designating carelessness as 
our ‘seventh column’; in fact, it 
might be moved farther to the front. 
Instance, the Normandie and the 
frightful toll of avoidable deaths 
and injuries on our 
say nothing of the baneful effects 
of industrial accidents.” Many 
newspapers promised editorial sup- 
port. 

The promotion 
in the Boston 
Record-American, 
Chicago Daily News and Times: 
New York Times, Post, Herald Tri- 
bune, and World- Telegram; Phila- 
delphia Inquirer; Washington Star, 
Post, News, and Times-Herald: San 
Francisco Chronicle: and Atlanta 
Constitution. 


slogan. 


broke this week 
Herald - Traveler, 
Globe, and Post; 


Ads Not Copyrighted 


First magazine copy 
in Life July 27. 


will appear 
Other publications 
on the media list are Business 
Week, Fortune, Newsweek, The 
Saturday Evening Post and Time. 

Typical copy in the series depicts 
a worker being carried from a fac- 
tory on a stretcher over a headline 
which proclaims: “The 7th Column 
takes another war worker out of 
action.” 

The text continues: “This man 
was injured by Hitler’s powerful 
ally. He was hurt through the 
carelessness of another worker. He 
was taken out of action by the 7th 


highways, to| 


;column.” In 
| graphs 


| fellow’s. 


| 


| 


—_— 


terse, short para. 
the message is pounded 
home, citing fires, highway 
|dents, industrial mishaps, conclyq 
ing with: “Before Pearl Harb, 
accident was a personal matter. |; 
was your hard luck—or the 
Now all that is cha; 
America needs every man. Am 
|needs every car. America needs 
every bit of housing.” 

The advertisements, Liberty \| 
tual says proudly, are not ¢ 
righted. The company will 
copies — without any referenc: 
advertising—to business conc: 


{schools and other public build 


Insurance Company | 


which in} 


| special 


for posting on bulletin boards 
series of booklets and stickers, de .|- 
ing with smoking, home safety 
first aid, have also been prepared 
for distribution. Batten, Bart 
Durstine and Osborn is the ager 


‘Liberty’ Hails 
Labor, Industry, 
in Unity Edition 


New York, July 23.—Liberty \ 
salute Labor Day weekend wit! 
“United America”  issie, 
dated Sept. 12. The central theme 
of the issue will be unity of 
great segments of the United Stat 
business, labor and governm«e 
and will include a salute to indust 
to the greatest industrial job eve) 
undertaken by any nation — tie 
American battle of the product 
lines. 

Among special features in tie 
issue will be “Your New World.” 
by Fred Collins, which will be based 
on interviews with management, 
and will project the plans these 
men have for the making of a richer 
post-war world; and a special arti- 
cle, “Our Balance Sheet,” which 
will review, in facing pages, the 
contributions made by labor to 
America, and America’s contribu- 
tion to labor. This article is being 
prepared in collaboration with Don- 
ald M. Nelson. “Home Front Hero,’ 
a profile of the war worker, em 
phasizing the forward movement of 
his life, and a symposium of mes- 
sages stressing unity from leaders 
labor and capital will be incorpo: 
ated in the issue. Some of the stand 
ard bearers whose names will ap- 


pear in this symposium include 
William Green, Charles E. Wilson, 
Alfred Sloan, John L. Lewis, Phil 


Murray, 
Bevin. 


David Dubinsky and Ernest 


Pittsburgh Gives Awards 
for ‘Hero Day’ Ads 

The Pittsburgh Advertising Club 
has announced its awards for the 
best display advertisements appe 


ing in the “all bond and stamp’ 
editions of Pittsburgh newspap« 
July 16-17. In the first divisio: 


Kaufmann’s won first prize, Horne's 
second; in the second classificatio: 
Streamline Food Markets won |! 


prize; A & P, second; third classi- 
fication, McCann’s won first, : 
Jerome Wolk & Brother, fur re- 


tailer, won second. 

The judging was done by a com- 
mittee of club members consisting 
of C. C. Conner, assistant advertis- 
ing manager of the Aluminum Com- 
pany of America; Henry Viet, 
Pittsburgh office of BBDO; 1 


R. M. Gibbs, advertising man 
of Jones & Laughlin Steel Cor} 
tion. 


To Stanfield & Blaikie 

Stanfield & Blaikie, Montrea! 
been appointed to handle advé 
ing for Rubber Life of Car 
Montreal. Copy publicizes a 
servative liquid for rubber 
and the campaign, which bre: 
the Maritime provinces, will 
tinue across Canada as distrib 
warrants. 


5000 watts -« 
TULSA, the Oil Capital 


KTUL 


CBS 


FREE & PETERS, INC. 


7 Exelusive National Representatives 
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HREE years ago, Susan Blake was 


a bride, with a cute little apartment of her 
own, a husband who came home nights; and 
life was exciting, and fun, 

This year, Susan is back home, living with 
her folks, waiting for letters from Australia, 
and taking care of fifteen months old Bill, Jr. 

Life hasn’t been much fun for Susan since 
Bill went into the Army, But Bill felt that war 
was coming, and the Army needed the kind 
of engineer that Bill is. And Susan didn’t try 
to stop him, She’s been glad she didn’t, ever 

ince December, because this country has to 
be kept for Bill Junior to grow up and live in, 

The Blakes are some of the people who 

0 give a damn about this country, consider 
this country worth whatever it costs—even 


vhen the cost comes high. There always were 


uch people; this magazine had millions of 


THE ELL MAGAZINE 


IN 


THE 


them, all through the years when patriotism 
was a very soft-pedaled sentiment. Among the 
folks who valued The American Magazine, it 
has a lot more value today—because it does 


a job no other magazine is doing. 


Wauex getting a better job, building a 
better business, was uppermost in the minds 
of enterprising Americans, this magazine gave 
them what they wanted. Today, when the 
nation’s business is everybody's business, this 
magazine gives them what they must have. 

When the American viewpoint widened 
beyond our own backyard, we raised our 
editorial sights to go with it, took in a lot of 
countries Whose interests are united with ours. 
The whys of this war, and what they mean; 
the schooling of soldiers, and civilians; the 
activities of our armies, and home agencies; 
the significance behind the spot news, the 
mental and material problems that war 
brings: the colorful, the memorable and the 
important events all over the world—figure 
largely in our contents table. We reduce the 


war to the personal equation; prepare for the 


SERVICE OF 


THE 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK CITY. 
GENERAL MOTORS BLDG, DETROIT...333 NORTH MICHIGAN AVE, CHICAGO...235 MONTGOMERY ST., SAN FRANCISCO 


peace that comes after it. Washington often 
favors our pages first, when it has something 
important to say. Foreign governments, 
through their official spokesmen, solicit the 
support of our interest. The editorial tempo 
of The American Magazine was never faster; 


and no year’s issues were ever more interesting, 


So because it means more to the people 
who mean most to this country—and_ to 
advertisers—The American Magazine has 
more to give to both its readers, and its 
advertisers. Because it gets to the people who 
do give a damn, who get their ideas across, 
who make Congressmen stop, look and listen 
... the American Magazine has more to 
offer in its 2,350,000 cir ulation, than any 
other magazine published today, And will do 
more with and for a worthwhile advertisement 
than most other media... ‘To make your 
message go further and do more work, get it 
into The American Magazine first! ... Why 
not find out what this magazine has to offer 
this year, for what advertising needs most 


this year? Call any office—soon! 


~\menican 


ae ‘ 
Toue J08 
in TRE War ’ 


NATION Qi 22s) 


720 STATLER OFFICE BLDG., BOSTON 
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Regulator Maker 
First ‘Teamed’ 
Sponsor on Blue 


New York, July 22.—The Minne 
apolis - Honeywell Regulator Com- 
pany, whose peacetime line of 
thermostatic and air - conditioning 
controls has been supplanted by war 
production, today became the first 
advertiser to use the Blue Net- 
work’s “teamed sponsorship” coop- 
erative plan. 

Beginning Aug. 3 the Minneapolis 
manufacturer will sponsor every 
fourth broadcast of Blue’s “Alias 
John Freedom” series at 10: 15-10: 45 
p. m., EWT, Mondays over the full 
coast-to-coast network. Courtesy 
announcements will identify the 
sponsor on the three intervening 
programs. 

Although the Blue had planned 
to delay execution of the “teamed 
sponsorship” plan until four adver- 
tisers had been signed for the first 
program, it was decided to put Min- 
neapolis-Honeywell on the air im- 
mediately to demonstrate the work- 
ings of the plan. 

By paying full for a 


card rates 


13-week cycle, plus a pro-rata share 
of talent costs, the regulator manu- 
facturer gains full commercial men- 
tion on every fourth program for a 
year, with credit on _ intervening 
programs. Addison Lewis & Asso- 
ciates is the agency. 


Hail New Plant 


Electric Boat Company, largest 
manufacturer of submarines for the 
Navy, sponsored a special program 
over 127 Blue stations, 3-3:15 p. m., 
EWT, July 22, to celebrate the lay- 
ing of the keel of the first subma- 
rine to be built at the new Victory 
addition to its Groton, Conn., plant. 


Peck Advertising Agency, New 
York, directs the account. 
New Mail Pouch Show 
A newcomer to network broad- 


casting is Mail Pouch Tobacco Com- 
pany, Wheeling, W. Va., which 
will sponsor “Counter-Spy” over 59 
Blue Network stations from 9-9:30 
p. m., EWT, Mondays beginning 
Sept. 28. The program, produced by 
Phillips Lord, originator of “Gang- 
busters,” dramatizes the activities 
of United Nations’ secret agents. 
Walker & Downing, Pittsburgh, is 
the agency. 
Conti on Mutual 

Conti Products has signed Walter 
Compton, Washington newscaster, 
for a new series of Sunday morn- 


SWINGS TO WAR 


CRACKS WARN YOU FIRST 


eee 0 acon vom 


ABSORBINE Jr. Funsi‘On'con 


The familiar athlete's foot theme, plus a 
new discussion of wartime walking, fea- 
tures the summer campaign for Ab- 
sorbine Jr., which is scheduled to be ap- 
proximately the same size as last year's. 


ing programs over nine Mutual 
Broadcasting System stations, start- 
ing Sunday, July 26, at 10:45-11 
a. m., EWT. Stations on the Conti 
schedule include WOR, New York; 


WGN, Chicago; KFRC, San Fran- 
cisco; WFBR, Baltimore; WNAC, 
Boston; KHJ, Los Angeles, and 
CKLW, Windsor-Detroit. Berming- 
ham, Castleman and Pierce is the 
agency. 


P & G and Officials 
Deny Lever Charges 


Attorneys representing three 
Procter & Gamble companies and 
eight individuals appeared at an 
arraignment in federal court in 
Boston July 20 and pleaded inno- 
cent to indictments charging use of 
the mails to defraud and conspiracy 
to obtain trade secrets from the 
Lever Brothers Company. 

All of the cases were continued 
for 20 days to permit the filing of 
special pleas in the case, in which 
the P & G companies and officials 
are charged with arranging to 
secure news of new products and 
sales activities from the competing 
soap giant. 


Simon to Treasury 

Al Simon, publicity director of 
Station WHN, New York, has been 
granted an extended leave of ab- 
|sence to become radio director of 
the New York War Savings Staff 
of the Treasury Department. Mr. 
Simon was originally granted leave 
in May to handle radio activities in 
connection with the Greater New 
York war bond pledge drive. 


No. 3 market of the nation. 


Tit. jot Salés 


...in the Nation’s 3rd Market 


“Philadelphia Market” is a vast diagonal area reaching southeast by 
northwest, from the soldier-filled hotels of Atlantic City to the steel mills 
of Birdsboro and beyond. Its Bethlehem, Bendix, Lukens, Sun Ship, Cramp’s, 
Baldwin’s and others make it the No. 1 war producer of the land, the 


KYW’s coverage is laid across this diagonal sector like a pattern over 


the market you want to sell. KYW is more than a station of maxi- | 


directed coverage—a voice concentrated and intensified entirely 
\ in the greater Philadelphia market. 


copy to KYW, the powerful, ever-popular NBC Red station. 


- 


PHILADELPHIA 


«> 
soe — “>, Se 


mum power on a favorable frequency. It is the one station with a 


Throughout this No. 1 war production area, KYW is the strong- 


est, most dependable Philadelphia station. Bring your keenest 


oa 


ii 


50,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 


WOWO + WGL + WBZ + WBZA + KYW + KDKA 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


——— 


Ted Bates Agency 
to Direct Carter's 
Little Liver Pills 


New York, July 24.—Carter p 
ucts, Inc., today announced 
appointment of Ted Bates, In 
handle advertising in all media {oy 
Carter’s Little Liver pills, effect, 
Aug. 1. 

Future plans for dispositio; 
the Carter budget—estimated 
$600,000 in magazines, newspay: 
spot and network radio—have 
been announced, although the c 
| pany will continue the “Inner Sa; 
tum” mysteries over the Blue N 
work at 8:30-9 p. m., EWT, S 
days. 

Prior to the death of E. R. Got 
president of Stack-Goble, in June. 
the Blue radio program was placed 
through that agency. Magazi: 
and spot radio were directed 
Street & Finney, and newspapers 
H. H. Good Advertising Agency 

Advertising for Arrid deodora 
will continue to be under the sups« 
vision of Small & Seiffer. 


35 War Plants 
‘Sponsor Co-op 
Copy in Rochester 


Rochester, N. Y., July 22.—Using 
public relations technique nailed 
down with individual copy, 35 lead- 
ing Rochester industries, now en- 
gaged in war work, are sponsorinz 
a series of cooperative advertise- 
ments in the Rochester Times Unio 
and Democrat and Chronicle. 

The advertisements, generally i 
3-column space, feature photograph 
of individual workers in the plants, 
along with brief interviews. Th: 
ads will shift from one company to 
another until all 35 have been cov 
ered. War savings are encouraged 
in the copy. 

For example, Dorris S. Potter, 


woman worker in the Rocheste 
Products Division of General Mo- 
tors, says: “If I were a man | 


would be in the Army fighting for 
my country ... everybody know 
that the fighters have got a job o1 
their hands ... but being a girl] has 
its responsibilities, too. I buy as 
many stamps and bonds as I can 
afford and feel that the 10 per cent 
idea is becoming an _ increasing!) 
popular thing to do.” 


Rainier Starts Drive 

Demonstrations in department 
and syndicate stores in New Eng- 
land and metropolitan New York, 
supported by 100 and 150-line ad- 
vertising, have been begun by 
Rainier Natural Soap Company, 
Boston, as an enlargement of pro- 
motional activity. H. L. Moore Com- 
pany, Boston, is the agency. 


Ramsey to P&G Post 

William G. Werner, manager ot 
the advertising division of Procte! 
& Gamble Company, has announced 
the appointment of William M. 
Ramsey as director of radio. The 
position is a new one for the com- 
pany. 


lf 
Missing 
Something? 


Yor must schedule Troy | 
if you're covering major | 
markets in New York Stats 
City Zone population, 11> 
264: annual retail 
$44.62.4.000, 


sale 


— 
ite THE TROY RECON! 
( vowrvrrs THE TIMES RECOH?! 
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‘SPOTS’ IN PRINT 


a 


OIL-PLATING IN 
ONE EASY LESSON 


FOR THE DURATION of your car 


L Conoco BEY 
ye N® 


This “easy lesson in oil plating” 
cal of the newspaper advertisements in 
which scripts from Conoco's one-minute 


radio dramatizations are used verbatim 
in print. 


is typi- 


Radio ‘Dramas’ 
in Print Sell 
Conoco Service 


New York, July 21.—Dramatized 
radio spots have “broken into print” 
in the summer newspaper and 
magazine advertising of the Conti- 
nental Oil Company. 

After employing dramatized dia- 
logs based on a variety of motor- 
ing and non-automotive situations 
to sell the importance of “oil- 
plating” with Conoco Nth motor oil 
over 175 radio stations in April, 
Continental recently expanded the 
same copy themes, with identical 
continuities, to 250 daily news- 
papers, 1,100 weeklies and The 
Saturday Evening Post. 

Headlines on the various news- 
paper ads are descriptive of the 
dramatic situations devised for the 


‘time. Slogan of the club is 

. Making Them Last. . . Comes 
First!” Early field reports on the 
campaign indicate enthusiastic 
|dealer support, especially in gas- 
rationed areas, according to Tom 
Dawson of 
| Continental’s 


Joins Adhesives Corp. 

| Noel C. Breault. formerly adver- 
tising manager cf Advertising and 
Selling, New York, has joined Na- 
tional Adhesives Corporation, Phila- 
delphia, as service representative. 


“Now 


agency. 


Carroll Names Agency 


| J. B. Carroll Hat Company, Chi- 
cago, has appointed Jones Frankel 
Company, Chicago, to direct adver- 
tising. 


Tracy-Locke-Dawson, | 


Export Agencies 
Form Own Group 
for War Effort 


New York, July 21.—Seven of the 
largest advertising agencies special- 
izing in the export field have formed 
the Association of Export Advertis- 
ing Agencies to assure “maximum 
aid in the war effort.” 

The agencies have offered their 
joint experience and facilities to 
the government in the dissemina- 
tion of war information in Latin 
America and abroad. 

Charter members of the group 
are G. M. Basford Company, Dor- 
land International, Export Adver- 
tising Agency, Foreign Advertising 


& Service Bureau, Gotham Adver- 
tising Company, National Export 
Advertising Service and Irwin 


Vladimir & Co. 
Thomas M. Quinn, president of 
Dorland International, has 


elected president of the association. | 
Other officers are Irwin A. Vladi- 
mir, vice-president, and Arthur A 
Kron, 
retary-treasurer. 

According to Mr. Quinn, the asso- 
| ciation will not seek to replace the 
activities of the individual agencies, 
but will work to aid both the gov- 
ernment and the export industry. 
The association will act as a body 
in placing any cooperative cam- 
paigns of large volume abroad. 

Other advertising agencies plac- 
ing export business will be admitted 


“he ‘|tric Elevator Company, 
of Gotham Advertising, sec-| appointed Middle 


to the association, 
“house agencies” 
according to the 
laws. 


but so-called 
will be banned, 
association’s by- 


been) McCusker Advanced 


Paul M. McCusker, St. Louis dis- 
trict manager of Westinghouse Elec- 
has been 
Atlantic district 


manager with er a nt in 
Philadelphia. He succeeds Frank T. 
| Adams, who recently resigned. 


Opens Chicago Office 

Tayton Company of Hollywood, 
manufacturer of cosmetics which 
are distributed through syndicate 
stores throughout the country, will 
open a Chicago sales office about 
Aug. 1. 


pot campaign. They include: 
Long May Her Permanent Wave,” 


“Sentenced to Death (Valley),” 
“Hearts and Flower,” “Life with 
Father,” “Lad Wises Dad” and 


“The Town That Let Him Down.” 

Copy in newspapers and maga- 
zines is set in dialog style, while 
the commercial that closed each | 
transcribed spot announcement is 
delivered in print by the Conoco 
“Mileage Merchant” pictured in an 
insert box. 

Heavy Merchandising 

The entire campaign as it appears | 
in spot radio, magazines and news- 
papers is merchandised thoroughly 
through Conoco’s “Mileage Mer- | 
chant” dealers. 

Each dealer is supplied with re- 
turn postcards inviting motorists a 
join “The Once -a- Week Club,” | 
which has no fees and no dues. | 
Only requirement of membership is 
to have cars serviced at a regular | 


SPOTCASTING 


BUILDS MORE SALES 
..AT LOWER COST! 


the the HOT a 


S Nothing wasted on ” 
the DEAD SPOTS \ 


» Special attention 
* the TOUGH sere 4 


J oot 


= & COMPANY 
NATIONAL STATION | 


S REPRESENTATIVES |. 
ORAS re ross . SeTSOH . T KOU . 1A FRAMOSCO . (08 amenas ' 


Industrial history is being re-written in 


Mid-America! 


In Oklahoma City, alone — 


plumb-center of the new Fortress of Industry 
—a complete revision of transportation facili- 
ties is now in progress, to provide for an 
increase of more than 50,000 new daily 


workers in the city’s new plants. Have your 
own advertising plans been revised to take ad- 
vantage of the increased sales opportunities 
this phenomenal growth is bringing to adver- 
tisers in Mid-America’s great newspapers, 
The Oklahoman and Times? 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN * MISTLETOE ExpREss * WKY, OKLAHOMA CITY 
KVOR, CoLorapo SPRINGS * KLZ, DENVER (Affiliated Management) * REPRESENTED BY THE KATZ AGENCY, INC. 
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July 27, 1942 


Machine Section Added 
to Publishing Branch 


A new section to handle all print- 
ing and publishing machinery has 
been set up within the printing and | 
publishing branch of the War Pro- 
duction Board. Such machinery 
was formerly under the direction of | 
the Special Industrial 
branch. 

Head of the new section is Her- 


bert W. Blomquist, formerly assist- | 
print- | 


| 


Blomquist | 


ant chief of the pulp, paper, 
ing and publishing machinery 
section of the now-abolished special 
machinery unit. Mr. 
came to WPB from American Type 
Founders Company, New York. 
D. B. Fell and George R. Keller 
continue as his aides. 


McMillen Advances Two 


MeMillen Feed Mills, Fort Wayne, 
Ind., its parent organization, Central 
Soya Company and Central Sugar 
Company, have made the following 
changes in the advertising and sales 
promotion department: John B. 
Boll, Fort Wayne, has been elected 
=. of Superior Advertising, 
which handles the McMillen ac- 
count, and as such will act as ac- 
count executive for the McMillen 
companies. He succeeds Maurice E. 
Cook. Marcy P. Gettle, Fort Wayne, 
has been named to handle advertis- 
ing and sales promotion for the 
three companies. 


Machinery | 


| 
| 


| strong, 


Michigan Tourist 
Trade Overcomes 
Transport Pinch 


Car Travel Is Down; 
Water Travel Gains; 
Resort Bookings Up 


Detroit, July 23.—Half way into 
the vacation season, Michigan’s 
tourist and resort trade is still going 
despite the transportation 
problem that earlier had cast gloom 
over the $300,000,000 industry. In- 
stead of keeping vacationers at 
home, the rubber shortage and gas 
rationing threats brought an early 
season rush that rolled up a record 
June business for many hotel and 
resort operators. Whether’ they 
traveled by rail, boat or auto, holi- 
day makers seemed bent on getting 
in their vacations while the getting 


was good. 
The more conservative’ resort 
owners still have their fingers 


crossed about the remainder of the 
season, but there are good indica- 
tions that patronage is not likely to 


MEDIA RECORDS SHOWS STATUS OF ADVERTISING 


GAIN AND LOSS PERCENTAGES - S2 CITIES 
| r 
JUNE 1942 - 1941 oss GAIN 

CLASS IF ICAT IONS -20 -10 t) 10 2 30 

a 

ReTate -4.7% ; 

Generar -9.3 | 

Au TOMoOTive -48.3 

Financiar -17.7 a er ee RTE 

Torar DisPiay -8.4 a 

Ciassirien -15.2 ee RIES 

Total ADVERTISING -9.9 a enters 

Derartment STORES -2.6 L} - 

JANUARY | To JUNE 30, 1942 - 1941 

RETAIL -3.1 

GENERAL -3.8 — 

AuTomoTi ve -63.9 

FinNanciar -11.3 ss 

Tota, DisPray -7.4 Seemed 

CiassirieD -12.6 cence: 

TOTAL ADVERTISING 6.5 — 

DEPARTMENT STORES 4,3 — 

-20 -10 0 10 2 xX 


How newspaper: fared in advertising linage during June, and during the first six 
months of 1942 compared with the corresponding periods of last year, is shown 


in this Media Records chart. For the 


down, with total advertising off 8.5 per cent from last year. 


dropped 3.8 per cent. 


six-month period all classifications were 
General advertising 


The figures are based on 52 cities. 


unless there is a sudden 
clamp-down on traveling. Motor 
travel definitely has fallen off. 
Fourth of July traffic across the 
Straits of Mackinac was down 49 


slacken 


, 


7 


“"WNe. Sir! There’s gold in them thar’ hills, and’even 
+ <x te clouds have silver liningsivy. because payrolls 


are soaring in Portland, Oregon's Primary Market! 


: “They're more than double whatetheyiWere last-year 


-and going up every month. And, according to 
official estimates, they're only half. of whaidpey 


: 
bo 


be by fall. It means that Portlandis Oregons choles 


to reach the people-with- 


1. 8 


$16,392.61 6 IN MAY, 1942 


rwat's° 3,969,430 MORE than the preceeding month 


tot..*9, 997,791 mone tnan may, 194 


Industrial Payrolls in the Portland Area Totaled 


market for any advertiser, for in this area it’s easy 


* 


nooo JOURNAL 


PORTLAND, OREGON 


per cent from a year ago. 

Advance reservations for the last 
half of July and early August are 
heavy, in some instances exceeding 
those of a year ago. Resort reser- 
vations and cottage rentals, as a| 
rule, are for longer periods than 
usual. In some sections, more cot- 
tages are open than for many years, 
and are occupied by families that 
have come to stay for the summer. 


Tourist Traffic Off Sharply 


Conditions, however, are by no 
means uniform. Some places are 
benefiting from the changing travel 
habits, while others languish. The 
auto tourist business is off con- 
siderably, which means that road- 
side refreshment stands, restaurants 
and small merchants miss the busi- 
ness they formerly enjoyed from 
these motorized nomads. 

Attendance at Michigan’s 72 state 
parks, which had run as high as ten 
million visitors a year, is markedly 
lower. At the popular Indian River 
state park, attendance has dropped 
75 per cent this year. Mackinac 
Island, on the other hand, benefit- 
ing from increased water traffic, is 
flourishing. Hotels are enjoying a 
brisk business from the lake cruis- 
ers and the Straits steamers and 
speedboats. The Grand Hotel’s June 
reservations were reported 91 per 
cent ahead of June last year and 103 
per cent above June, 1940. 

Michigan is showing its summer 
guests that a car is not necessary to 
an enjoyable vacation. Some com- 
munities are resorting to ingenious 
methods of taking care of necessary 


transportation. A number of lake 
towns are providing water taxi 
service. Traveling grocery stores 


bring service right to the door of 
the cottagers on the more populous 
lakes. 


MINNESOTA TOURIST 
| BUSINESS TOPS ‘41 


St. Paul, July 23.—Automobile 
tire rationing has _ paradoxically 
boomed Minnesota’s tourist busi- 
ness to new record levels, according 
to Victor A. Johnston, state tourist 
bureau director. Instead of cutting 
off tourist trade almost entirely, 
tire restrictions have only resulted 
in longer tenures in Minnesota’s 
resorts. 

Throughout the state, resorts are 
reporting greater June-July busi- 
ness than for the same months last 
year, despite the fact that the 1941 
tourist influx was the heaviest in a 
decade. Director Johnston attributed 
the increase partly to the fact that 
many persons are avoiding coastal 
vacation areas because of the war, 
and to nationwide distribution of a 
movie short devoted to Minnesota’s 
famous lakes. 

Minnesota's $150,000,000 - a - year 
tourist trade is the state’s third 
industry, being paced only by agri- 
culture and iron mining. 


Maxwell Named Pres. 


Trade Association Executives, 
New York, has elected W. Floyd 
|Maxwell, secretary of Lithograph- 
jers National Association, as _ its 
| president for the coming year. 


—— 


Silex to Promote 


Additional Glass 


Coffee Makers 


Hartford, Conn., July 23.—E» 
sion of Silex Company’s line of 
vacuum-type coffee makers { 


in- 
‘clude glass percolators, drip ang 
extractor-type models, will key the 


start of a new advertising cam; en. 
scheduled to get under way in the 
near future, it was learned hers 
week. 

The glass products are expe ted 
to fill part of the void create y 
the disappearance of metal , @ 
makers from the market. Acco: 
to a recent Silex survey, 
vacuum-type coffee maker r¢ . 
sented 28 per cent of the mart: 
drip models, 37 per cent; and pp r- 


® ga 


colators, 35 per cent. 
Silex advertising is handled »y 
Grey Advertising Agency, } ow 


York. 


Hopkins Becomes Partner 


Morris and Van Wormer, m »n- 
agement and production engin er, 
New York, has appointed J. M. 
Hopkins a partner in the compié iy. 
|Mr. Hopkins, who has been with he 
company for some time, was | »r- 
merly president of Augorean \\ fg, 
Company. 


THE LD 
1s OFF 


ing market. Spending be- 
Gatise they have the money; 
because it's as easy for them 
te get your prodwasaagat iss 
for you to get your product 
to them, in the Portland Area 
_ +sOrxegon's Primary Market! 
ty CO 
"THE DAILY JOURNAL 
gives you 


20,540" 


MORE FAMILIES in the 
Portland Area! 


© Figures from ABC Publishers Statements, March | 942 
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ADVERTISING AGE 


‘Follow Through’ 
Highlights Metals 


vage Campaign 


Oil, Auto, Farm 
Dealers Cooperate 


With OCD Groups | 


Wasnington, D. C., July 22.—| 


Follow through—the missing link 
in mary an unsuccessful advertis- | 
ing ca npaign—will be the strong | 
point of the War Production | 
Board nationwide salvage  pro- 
gram. 


The importance to the drive of 
organized volunteer efforts by two 
large ‘ndustries was revealed by 
Donald M. Nelson, chairman of the 
War Production Board, and Lessing 
J. Rosenwald, chief of the WPB’s 


pureau. of industrial conservation, | 
in a “kickoff” press conference | 
launching the $1,500,000 salvage | 


advertisng campaign which opened 
in newspapers July 20. 

The WPB officials announced 
that the work of 120,000 volunteer | 
members of 12,500 scrap salvage | 
commitees would be supplemented | 


by the organized cooperation of 
more than 225,000 dealers in the. 
oil, automotive, rubber and farm 


equipment fields, whose establish- | 
ments would serve as “receiving 
depots” for scrap metals and) 
rubber. 

Arrangements for the participa- 
tion of the automotive and farm 
dealers was completed by the WPB 
and the Advertising Council long} 
before President Roosevelt an- 
nounced the intensive rubber col- | 


lection campaign in June. 
Rubber Drive Made Error 


One of the principal bottlenecks 
that inhibited the rubber drive was 
the fact that the public was in- 
formed through government pub- 
licity that oil stations would pay 
for scrap rubber before many of 
the service outlets had information | 
through either government or in- | 
dustry channels. 

No payment of funds at depots 
will be involved in the campaign 
sponsored by the steel interests. 

Junk that is collected by auto- 
motive and farm equipment sales- 
men, or is deposited at their places 
of business, will be turned over to 
local salvage committees organized 
by the WPB in cooperation with the 
Office of Civilian Defense. Funds 
from sale of the scrap to junk 
yards will be allocated to local de- 
fense councils or to charities desig- | 
nated by them. Individuals may, 
however, sell their scrap direct to 
the junk yards. 

Complete instructions for organ- 
ization of local salvage committees, 
collection methods and factual ma-| 
terial demonstrating the need for 
various types of metals and other | 
salvage products were included in 
a local manual printed in advance 
of the drive by the government | 
and prepared by the Bureau of In- 
dustrial Conservation with the help 
ff the agency members of the Ad- 
ertising Council committee that 
drafted the entire campaign. 


Huge List Used 


Contrasted with many other gov- 
‘mmental information programs, 


have relied upon “press 
‘gentry,’ the scrap salvage drive 
Mas been thoroughly merchandised 
‘© all of the industry groups in- 


ereste'i in its success. 
A tc‘al of 61 business papers will 


ary .pecial messages, attuned to 


“tir -udiences, in addition to the 
“wnsur er copy that is appearing in 
‘191 dailies, 9,280 weeklies, six 
veekl: magazines, 44 farm papers 
‘nd on 213 radio stations. 

A d ferent method of securing 
Tade operation was employed by 
me fé salvage campaign, spon- 
“red by glycerine and soap inter- 
‘sts, ecause the campaign starts 
” diferent dates in different 
as, ‘ependent upon completion 
& loc organizations, daily news- 
Papers 


lave been employed to en-'! 


list the cooperation of retail meat 
dealers, who must pay housewives 
five cents a pound for their kitchen 
fats. 


To facilitate industrial contacts 


and the raising of additional funds 


to extend the continuous scrap 
for the duration, the sponsors of 
the drive have organized the 
American Industries Salvage Com- 
mittee, with headquarters in the 
Empire State building. Members 
of the committee are Robert W. 
Wolcott, president of the Lukens 
Steel Company, who raised the $1,- 
500,000 initial salvage fund from 
the steel industry as chairman of 
the salvage committees of 
American Iron and Steel Institute 
and the National Association of 
Manufacturers; R. S. Wilson, rep- 


the | 


resenting the Rubber Manufac- 
turers Association; and O. E. 
Mount, representing the Steel 


Founders’ Society of America. 

In addition to the advertising 
placed by McCann-Erickson, a 
number of individual firms are em- 
phasizing scrap salvage in their 
space and radio advertising during 


the drive. The United States Rub- 
ber Company scheduled a_two- 
page message from Coach Frank 


Leahy in the July 20 issue of Life, 
urging boys to form scrap warden 
committees for local drives. 


Ellis Joins Four A’s 

American Association of Adver- 
tising Agencies has elected to mem- 
bership Sherman K. Ellis & Co., 
New York. 


‘Washington Post’ 
Takes the Plunge: 
‘Society’ Is Out 


Washington, D. C., July 21.— 
Beginning what may develop into 
a trend toward abandonment of 
“society as usual” insofar as the 
nation’s metropolitan dailies are 
concerned, the Washington Post has 
announced that it will “report 
briefly, if at all, on any purely social 
event.” 

The Post, it was explained by 
Hope Ridings Miller, society editor, 
will continue to have a society page, 
but it will feature people who are 
doing war work. She also dropped 
a strong hint that the new practice 


11 
of banning “society-as-such” will 
probably be continued even after 
the war. 

“The emphasis on most society 
pages,” she said, “has fallen on 
ambitious persons who carefully 
consult the Social Register when 


giving parties (and who give plenty 
of parties) or on persons who will 
go to any lengths to get their names 
and pictures in the newspapers.” 


Buys Organ Company 


Halbert Hoard, for the past six 
years an account executive with 
E. F. Schmidt, Milwaukee, has pur- 
chased the controlling interest in 
Wangerin Organ Company from 
Adolph Wangerin, who is retiring. 
The company is now handling sub- 
contracts for war products. 


*” 
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junction 


buy ) 


your own 


cated the 


with 


sponsive, friendly 


audience it 


test 


THERE'S NOT 
ANOTHER 
LIKE VT! 


Nowhere else has Nature dupli- 


unique formation 


known to generations of tourists 


as Natural Bridge in Virginia. 


Nor ts there another combination 
“Just as good” as Southern New 


England's favorite station in con- 


a primary. listen- 


ine area that leads the nation with 
a per family buying income 66% 
above the national average.” 

Make the 


proved ability to bridge the yap 


WTIC's 


most ot 


between your product and the re- 


able-to- 
Plan 


WIC 


(and 
reaches. 


and let 


prove its ability to get results, 


THERE'S NOT ANOTHER LIKE IT! 


*Sales Management, April 10, 1942 


Member of NBC Red Network and Yankee Network 2 
Representatives: WEED & COMPANY, New York, Chicago, Detroit, San Francisco 
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The Future of the Negro 


Current discussion of the market 
represented by Negroes in the 
United States parallels increasing 
attention to the problem of our re- 
lations with the brown, black and 
yellow races which have been re- 
garded by most Caucasians, at least 
in this country, as inferior. The 


objectives of this war, to spread the | 


four freedoms to the far corners of 
the earth, will demand, our best 


thinkers agree, a change in our atti-| 


tude not only toward the Chinese, 
the Filipinos and the East Indians, 
but toward the dark-skinned 
citizens of our own America. 

The Negro has made remarkable 
progress in this country during the 
past generation. Better facilities for 
education and greater opportunities 
for economic advancement have 
given the colored population both 
the aspiration and the 
satisfy, in part at least, the benefits 
of our free and prosperous America. 


also 


Yet it remains true that the condi-| 


tion of the Negro, from the stand- 
point of literacy, health, crime and 


income, is still not what it should | 


be, if he is to realize the hopes and 
ambitions of the leaders of his race, 
and incidentally become the im- 
portant market for advertised goods 
which these millions of potentially 
important consumers might well be. 


means to| 


10 Cents a Copy, $2 a Year 


jand economic resources. This is | 
true not merely of the South, but of | 
the whole country. Race prejudice | 


CONSUMER RECOGNIZES VALUE OF BUSINESS 


Magazine. 


American 


"I'm your new neighbor. Will you ask Aunt Matilda if she'll lend me a 


cup of 


sugar?" 


Ad-libbing 


is not the exclusive possession of Now Female Carriers 


any one section or group. 

It is exceedingly difficult to wipe | 
out old barriers, but if victory in| 
| this war establishes democratic 
ideals and institutions all over the 
world, as the result of the sacrifices 
of American boys, white and black, | 
then it would be ironic indeed if we 
failed to realize them fully in our 
own country. This does not mean 
“social equality” in the carpetbag- 
ger sense, but rather the chance for 
every American, regardless of color, 
to share in the unlimited opportuni- 
ties for personal and economic ad- 
vancement which the richest coun- 
try in the world should offer to all 
of its citizens. 

The South has been accused of 
holding back the development of the 
Negro. Yet slum conditions prevail 
in the great cities of the industrial 
|North occupied by Negro families, 
just as they do in the South. South- 
ern leaders have encouraged their 
Negro neighbors to advance along 
educational and industrial lines be- 
| cause of enlightened self-interest 
|which realizes that educated, pros- 
perous Negroes make better neigh- 
bors, better tenants and better cus- 


Well, we should have been pre- 
pared for it. If Western Union and 


Postal can send slips of girls around | 


to pick up and deliver telegrams 
and carry packages and messages, 
we don’t know why the idea of 
female 


should shock us. But it does. When 


\ & 9 
©] WOMEN 


With Men in Our Armed Forces 


WEW ORLEANS STATES ROUTES 


> 
oa bs 
é 
bee 


we first saw this advertisement from | 
the New Orleans States, urging| 
women with men in the armed 


forces to consider carrying a route, 


No one could read Westbrook Peg-| tomers. The same reasoning should | °UF first reaction was: “What is this 


ler’s recent burning editorial on the 
subject of the Negro boy who risks 
his life for his country in the armed 
forces of the United States, but re- 
turns to find the doors of oppor- 


|apply to every section. 

| We have the problem. Its suc- 
cessful solution will interest every 
| American, 
who 


o. 


world coming to” 


reason for reporting our reaction in 


but particularly those) this case, except that our second 
realize that the Negro’s im-|and our third reactions were also: 


tunity closed to him, without be-| proved ability to produce, to earn | “What is this world coming to?” 


ing forced to admit that we have 
neglected one of our greatest human 


|}and to consume will make sounder 
|markets and a stronger nation. 


Merchandising Opportunities 


We hope every advertiser, every 
agency executive and every media 
man read the story in the July 20 
issue of ADVERTISING AGE recounting 
the rehabilitation of the Tanglefoot 
Company, whose broader range of 
products and intelligent redesign of 
its line have given it a highly favor- 
able prospect for increased sales 
and profits. Its aggressive merchan- 
dising development has been under 
way for some time, and the war has 
not prevented it from continuing. 

Not every company is in a posi- 
tion to develop and expand its busi- 
ness as Tanglefoot has done. 
there are many which still have raw 
materials and labor available, and 
which might well capitalize today’s 
unusual conditions in terms of 
broadened markets and increased 


Yet | 


employment. While war demands 
have required every manufacturer 
who can contribute directly to the 
national effort to subordinate nor- 
mal activities to the needs of the 
emergency, it is good sense 
good patriotism for those who can 
to continue to maintain and develop 
their businesses as a means of help- 


| although 


and | 


ing in the difficult period of adjust- | 


ment from a peace-time to a war- 
time economy. Those who can make 
and supply needed merchandise are 
making a real contribution 
economic health of the nation under 
present conditions, while assisting 
in carrying an increasing share of 
the load of wartime taxation. 
There are plenty of manufactur- 
ers who can use advertising success- 


fully to build their businesses today. | 


to the! 


Make ‘Em Understand 


The other day a_ particularly 


grouchy friend of ours, who delights | 


in scaring the wits out of everyone 
he can by growling ferociously, 
(as you have no doubt 
suspected) he has a heart of gold, 
read an ad in a magazine that 
started a train of thought in his 
grouchy head. 

No wonder these nincompoops 
can't get better results from their 
advertising, he growled to himself. 
The people they’re supposed to 
be selling don’t understand what 
they're saying half the time. His 
hoarse grumble suddenly broke the 
stillness as he stabbed a question at 
wife, sister and mother: 

“Does any of you know what ‘dis- 
interested’ means? I'll bet none of 
the three of you does, even though 
you read books and go to lectures 
and all that sort of thing.” 

As the timid answers came back, 
verifying his suspicion that ‘disin- 
terested’ meant ‘uninterested’ and 
not ‘impartial’ to his womenfolk, he 


route boys on newspapers | 


Of course, that! 
is our first reaction to almost every | 
innovation, so there is no particular | 


|growled even harder. 
| devil don’t those idiots say ‘impar- 


|tial’ or ‘unbiased’ then, instead of | 


using a word that practically no one 
is sure of? Why do we find two- 
dollar words like ‘systemic’ and 


‘nutrient’ and ‘patina’ addressed to 


millions who never are sure—and 
| , s4? 

|don’t much care—whether it’s ‘who’ 
/or ‘whom’? Why don’t the copy- 


ee 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national} 
advertiser or advertising agency 
executive writing on his bus ness 
letterhead. 


No. 2018. Having a Swell Time at 
Home. 

Radio Station KNX, Los Angeles 
has issued this booklet, which m: kes 
a fallacy of the theory that “nobody 
listens in the summer — they're 
away on vacation.” Figures f:om 
a Crossley survey bring out si me 
interesting facts about summer §jjs- 
tening, and the booklet points out 
that this year, with even mor» at 


or close-to-home vacations, r ‘dio 

reaches summer spenders. 

No. 2019. What of Business in 
Total War?—A Lesson ‘rom 
Britain. 


The Christian Science Mov itor 
has issued this collection of typical] 
British advertising placed in this 
newspaper during the period of 


England’s heaviest air raids— De- 
cember, 1940, and January, 1/941, 
The story running through the 


brochure includes a news sequence 
of the period, analyzes the attitude 
of the British people and points out 


“Why the | the lessons to be learned from Brit- 


ish business as an example of sur- 
vival in rapidly changing war con- 
ditions. 


No. 1989. Reader Responses «nd 
Reactions and Their Relation to 
Advertising. 

The American Magazine has is- 

sued this report on the findings of a 

| psychological study of its readers’ 


| 


writers make sure that the people | responses and reactions, made by 


they’re talking to won’t need an 


interpreter?” 
Do you know? 


Admirals Really Serve 
American Airlines is 


following 
the trend of the times by commis- 
sioning all its “admirals” into active 


Matthew N. Chappell and Carl W 
Dreppard, of Columbia University 
The study points out that magazines, 
like humans, have certain personal- 
ity traits, fixed by editorial purpose 
and policy. The authors maintain 
that John Smith, reading one maga- 
zine, is quite a different person from 


service, via a three-page letter from |JOhn Smith reading another, and 


President A. N. Kemp, which is one 
and 
we've 


of the neatest promotional 
goodwill - building devices 
ever seen. 

“You know, of course,” 


that the difference lies in his in- 
terests and attitudes —his state of 
mind or “mental set.’”’ They repor' 
'on their study of the pattern of psy- 


says Mr. | chological content of the American 


Kemp, “that the honorary title of | and show that reader response indi- 
Admiral of the Flagship Fleet has |¢@tes that readers have a “menta 


always been conferred in recogni- 


tion of genuine contribution to the 
|development of the aviation indus- 
Today, as Admiral, you can 
that your 
| special interest in and patronage of 
helped to 
air | 
system which 


| try. 
take pride in this fact: 


American Airlines has 
create a peerless, nation-wide 
transport system—a 
is now a powerful war weapon. 


in the most efficient 
| your 


way. 
intimate knowledge of 


to inform others for their 


“You can help us use this weapon 
With | 

air 
transportation and its wartime prob- 
jlems, you can help—as few can— 
own 
benefit and for a more understand- 


iset” of “high commercial signifi- 
cance” when reading the American 


| No. 1988. 
tion. 


Radio Station WFBR, Baltimore 
has issued this brochure, which an- 
alyzes Baltimore’s trading area 
‘showing figures for population 
families, radio families, retail sales 
and 1941 increases in employmen' 
payrolls and other indexes of activ- 
ity. The station’s merchandising 
aid for its advertisers is outline¢ 
and its facilities and programs dis- 
cussed. 


Maryland’s Pioneer Sta- 


. |No. 1970. Life Sells—Why? How 
ing acceptance of the whole situa- In thi 1 thich i 
tion. You can, if you will, serve as d 7 4. a te der ’ Pos rtisers 
‘diplomatic attache’ for American esignea especially tor adve 


Airlines—as an informal source of 
facts on the problems and policies 
war- 


of the 
| time.” 
Neat going, isn’t it? 


aviation industry in 


salesmen, Life shows its estimate 
audiences in trading areas whic 
have central cities of 25,000 or mor 
population. The pages also shov 
numerous examples of retailer 
‘tie-ins with Life ads at point of sale 


Jottings No. 1999. Profits from Classifieé 
| It seems particularly fitting that Advertising. 

Lukens Steel Company of Coates-| Popular Mechanics Magazine h* 
ville, Pa., whose president, Robert} issued this 24-page booklet cover! 
W. Wolcott, has taken such a lead- the subject of classified advertisiné 
ing part in actual development of| It contains advice on what | offer 
the scrap drive, should now be dis-| how to prepare the advert :eme" 
tributing an illustrated brochure,|and selection of profitabl: med! 
“Salvage,”’ which tells the story of along with other helps r_ the 
the amazingly successful Coatesville | direct seller. 

drive held earlier this season. The le 
brochure is described as “an insti-| No. 1987. If You Had Four App 
tutional direct advertising piece,”| This folder, issued by the |S Ar 
and copies are being sent to gover- geles Times, provides a ord 
nors, mayors, defense officials and|Los Angeles newspaper anit 
to the company’s peace-time mailing | broken down by classifications, 
list. The story’s complete, for the| the figure for total display "4 ©" 
benefit of any other community that! advertising for the first t®® 


would like to follow suit. . . 


months of 1942. 
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‘tor Leon Henderson, the commission 
|procured some 12,000 of these an- 
}nual and quarterly reports which, 
| after auditing, were turned over to 


|OPA. Corporation financial data 


FIC Serves OPA, 
. . 
Censorship, in was also furnished to the War Pro- 
P ‘ | duction aggre — Login ve 
Reviewing Copy scssecnesss'" "Se 


| A notion of the size of the com- 


Council Adds Service 


Automotive Council for War Pro- | 
duction has announced a new serv- 
ice for manufacturers in the form of 
a publication called “Production In- | 
formation,” which will begin pub- 
lication Aug. 1. It will be com- 
piled and distributed as frequently 
as information of value is received. 
William F. Sherman, who has been 
Detroit editor of Iron Age, will edit 
the paper under the direction of 
the war production division of the 
Automotive Council. 


| ACA Names McQuarrie 


Association of Canadian Adver- | 
tisers has appointed Athel Mc- 
Quarrie, secretary-manager of ACA, 
as special liaison officer between the 
organization and the Consumer 
Branch of the Wartime Prices and 
Trade Board. 


Maytag Stipulates 


ja Maytag 


jand that 


Maytag Company, 
has stipulated with the Federal 
Trade Commission to discontinue 
using the words “safe” or “entirely 
safe,” or similar language claiming 
there is no possibility of injury with 
wringer. Other claims 
outlawed by the pact include the 
representation that there are 4,000,- 
000 Maytag owners, that the wring- 
ers on most competing machines 
have sharp and protruding corners, 
Maytag has been desig- 
nated as “standard of the world for 
washer value.” 


Newton, Ia., 


| Challee to Doveo 


Letitia Chaffee, formerly with the 
copy department of the Chicago 
Tribune, has joined the advertising 
staff of Devoe & Raynolds Company, 
New York. 


Label Co. Formed 


Patriotic Label Company, a non- 
profit organization, has been formed 
and is headed by Sidney Hollaender, 
president of Ever Ready Label Cor- 
poration, New York. The purpose 
of the organization is to put patri- 
otic slogans and illustrations on five 
1undred million labels within the 
next few months. All label produc- 
ers in America are invited to par- 
ticipate in the effort. 


Rader Named Ad Mar. 
Douglas B. Rader, designer and 
advertising consultant, has been 
named director of advertising for 
Lindberg Engineering Company, 
Chicago. He replaces R. C. Onan, 
who was recently made district sales 
manager in Milwaukee. Robert S. 
Aitchison has been appointed sales 


promotion manager of the company. 


Washington, July 23.—The cur- | mission’s task may be gleaned from 
rent mnthly summary of the work|the amount of material through 
now being done by the Federal| which it is required to winnow. 
Tradé Commission gives an inter-| The material “comprises advertising 
esting review of the FTC’s wartime | transmitted over national and re- 
role, particularly as it affects ad-| gional networks and samplings of 
vertising.- broadcasts of all individual stations; 

For example, the constabulary of|ads in 533 magazines, 463 news- 
the advertising world will peer, at| Papers, 25 domestic newspapers 
the request of OPA, into advertise-| printed in European languages, and 
ments which advise the public to|19 domestic newspapers printed in 
“puy now.” Similar scrutiny will | Oriental languages.” 
be accorded advertising stating that 
certain materials are or will be 
scarce, or advertisements represent- | 


ing that the quality of new mate-| 
rials or products offered for sale is 
equivalent to or better than the 
products formerly offered. Another 
classification slated for review is 
institutional advertising or general 
character references to rationing, 
price control or quality which may 
affect the nation’s price or rationing | 
program. | 

Advertisers doing war work will | 
be interested to know that FTC, at 
the request of the Director of Cen-| 
sorship, analyzes, summarizes and | 
reports advertising in magazines, | 
newspapers and radio broadcasts | 
which contains any reference to the} 
war, the war effort, war economy 
r war production, the armed serv- | 
ices, general public morale or 
vealth, price rises or trends, ration- | 
ng, priorities and conservation of | 
paper, rubber and other materials. | 
A similar stint for WPB finds the 
commission furnishing monthly re-| 
ports with analyses and tabulations | 
relative to rubber products adver- 
tising and rubber selling prices, for | 
WPB’s study of the nation’s critical | 
materials. 

Compiles Financial Data | 
| 
Slightly different is the commis- | 
sion’s project of compiling financial | 
data concerning corporations oper- | 
ating in 84 of the principal strategic | 
materials industries. This project 
includes about 4,500 corporations | 
from which the commission ob- 
tained consolidated financial reports 
covering the operations of approxi- 
mately 7,000 corporations, of which 
270 are Canadian. 

In coordinating its reports with 
wartime work, the commission sup- 
plemented the regular list, from 
which annual reports were obtained, | 
by collecting special quarterly and 
yearly reports, dating from 1936 to 
1941, from a number of industries. 
At the request of Price Administra- | 
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An Advertising Manager in Passaic, New Jersey 


Do your company heads understand that their advertising can 
be just as helpful as the business paper editorial material is... 
that you, too, can wse your promotional vehicles to transmit important 
information from where it is to where it ts needed? \f they don't 
understand this, you can’t blame them for questioning wartime 


In the hands of advertising managers and agency men, this 
“Guide” has given many company heads a new concept of what 
advertising can do to help win the war and to help a company 
solve its customer-relations problems, present and future. It has 
even helped them to understand what GOOD “institutional” adver- 
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“WAR ALBUM” 


141 PAGES OF 
PRACTICAL HELP 


Demonstrates, by exam- 
ple, how your advertis- 
ing, too, can help fight 
the war; help customers 
solve wartime prob- 
lems; help speed war 
production; help build 

a sound foundation 


for future business. 


continuing to advertise." 


the last war.” 


Ad Clubbers here." 


"A big help in selling advertisers on the importance of 


“If properly studied, this ' 
businesses from the fate experienced so universally after 


"The ‘Guide’ is a lulu—I've already got several ideas 
| can put to real use. |’ 


"lL am glad to say that the A.B.P. effort gives me 
factual know-how examples, rather than just inspirational 


HOW TO EXPLAIN WARTIME ADVERTISING 
TO COMPANY HEAD 


A. B. P.’s “War Album” opens 
Management’s eyes to many 
new uses for Advertising! 


An Agency Executive in Houston, Texas 
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Movies Asked fo 
Use Less Reminder, 
More Selling Copy 


Milwaukee, July 22.—Arthur F. 
Hall, national advertising manager 
of the Milwaukee Journal, told the 
M-G-M_ exhibitors’ forum here 
last week that a survey on the com- 
parison of motion picture advertis- 
ing in the leading Buffalo daily as 
compared with Milwaukee for the 
period of Feb. 16 to April 20 
showed 75 per cent more first run 
motion picture linage in Buffalo 
than Milwaukee. 


Mr. Hall urged the use of more} 


selling advertising on the part of 
exhibitors. He asserted that the 
motion picture guide type of adver- 
tising pre-supposes that the reader 
has already made up his mind that 
he is going to a movie, but that copy 
designed to sell people on the desire 
to go to a movie rather than to 


Advertising of the American News- 
paper Publishers Association § in 
cooperation with M-G-M. 


Short Subjects Important 


Seymour Morris, advertising man- 
ager for the Schine Circuit, Glovers- 
ville, N. Y., 
properly exploiting short subjects as 
a means of boosting business at the 
box office. Mr. Morris suggested to 
the nearly 400 theatermen attending 


and over-used headlines. He spe- 
cifically mentioned as examples 
“Her Greatest Triumph,” “The Pic- 


‘ture That All America Is Waiting 


told of the value of | 


| 


to See,” “Greater Than the Stage 
Play,” “Torn From the Pages of a | 
Mighty Novel,” “More Than a Wo- 
man,” and “Greater Than the Book.” 


Combined Army-Navy 


‘Award Established 


A new Army-Navy production 


the one-day meeting not to under-| award for war workers and war) 
estimate the short subject but to sell | factories with outstanding produc- 


it along with feature attractions. 
Other speakers 


tion records has been established. | 


included H. M.|The armed services will make the | 


Richey, assistant to W. F. Rodgers, |@ward jointly, and it will supplant | 


vice-president and _ general sales 
manager of Loew’s, Inc.; William R. 
Ferguson, manager of exploitation 


| The new 


the present Navy “E,” the recently | 
announced Army “A,” and_ the| 
Army-Navy star award. 

flag is swallow-tailed, | 


for M-G-M, and Edward Salzberg, | with a white capital “E” in a yellow | 


| Bluefield, W. Va., theater owner. 


wreath of oak and laurel leaves on | 


Numerous suggestions concerning |a vertically divided blue and red | 


improvements in layout and head-| O 
‘lines were presented by members of | “Army 


background in a_ white border. | 


will be on the red back- | 


RADIO LISTENING LAGS BEHIND 1941 


a 


C.A.B. INDEX OF LISTENING 
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THE NIGHTTIME INDEX is based on local time, and on 10 weekdays (Monday-Friday inclusive) out of each month Each 
monthly figure is an average of the percentage of sets in use during each of the 200 querter-hour periods between 6 and 
11 P.M. The averages for each month are 


| ground and “Navy” on the blue. 
Employes’ pins are similar. 


E. C. Williams Resigns 


Dr. E. C. Williams, vice-president 


the audience. One brought fort 
the observation that producers do 
|not supply enough small size mats 
and heralds for exhibitors. Another 


| suggested that exhibitors would be | 


30 


Oct Nov Dec Jan Feb March April May June Jul Auq Sep’ 
1940 — 41 303 30.6 314 13 6 30.0 269 274 244 18. 167 22 
1941 — 42 265 285 304 325 332 305 273 270 234 
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ouR 30TH YEAR OF TTT 


MLL OUT Sasol 


For 29 consecutive years The Chronicle has led 


THE DAYTIME INDEX is besed on local time, and on 10 weekdays (Monday-Friday inclusive) out of each month. Each 
monthly figure is on average of the percentage of sets in use during each of the 360 querter-hour periods between 9 A.M 
ond 6 P.M. The averages for each month are 


Oct Nov Dec Jan Feb March April May June July Aug Sept 
1940 — 41 172 163 74 16.5 170 $6 1S4 150 148 141 144 142 
1941 — 42, 15.6 146 18.3 165 166 156 is4 144 136 


Radio listening, which surged ahead of previous years during the first few 

months after the United States entered the war, dropped slightly below the 

1941 level in May and June, according to the Cooperative Analysis of Broad- 

casting. The CAB nighttime index for June, 1942 was 23.4, compared with 244 

for a year ago. The daytime index for June, 1942 stood at 13.6 as against 
14.8 a year ago. The Battle of France ended during June, 1940. 


New CAB Leaders 


Bohn Schedules Drive 


Bohn Aluminum and Brass Cor- 
poration, Detroit, has scheduled a 
'series of full-page advertisements in 


Reported During 
Business Week, Fortune, Newsweek 


Summer Hiatus ‘and Time. Quarter pages are used 

New York, July 21.—With most| in The Wall Street Journal and Chi- 
of the leading half-hour variety | CG9° ogee of Aan oms teease The 

edie twmeiens ‘ 'ads, which carry institutional copy 
atthe. a pegging . :~ ast of! were prepared by Zimmer - Keller, 
er re new peal. vy he Detroit agency, which recently took 
summer audiences measured by the | over the Bohn account. 
Cooperative Analysis of Broadcast- 


in Houston on an all-out basis — in circulation 
and in advertising. This, our thirtieth year, finds 


the margin of leadership greater than ever. 


cu ing. } . . 
a, Half-hour programs holding pop-| Birch Joins Pedlar 

an ular favor according to the July 15 “hester T. Birch, formerly of 
_.. CAB ratings are Mr. District Attor-| Sherman K. Ellis & Co., has joined 


ney, Hit Parade (45 minutes), Post| Pedlar & Ryan, New York, as an ac- 
Toasties time, One Man’s Family,| count executive. 


Fitch Bandwagon and Take It or 
———— a 


Overwhelmingly Houston's HOME Newspaper! 


Leave It. Four of these programs 
were among the first ten in CAB 


On the HOME front, the heart paper, and 47.5°5 more than the ratings when the winter season) 
kl bind ended. 
of the Houston market, The third paper This is in addition to Bax Dadlo Thester. winter-tme| 
Chronicle delivers 28.6°5 more The Chronicle’s circulation lead in leader, continued to hold first place HAS 


in the CAB summer ratings for 
hour programs. The four remain- 
ing hour programs on the air were, 
in order, Kraft Music Hall, Kay 
Kyser, Cheers from the Camps and 
the Good Will Hour. 

News programs continued much 
as they were in the winter season, 
the CAB reported, except that the 
ratings of the leaders, Walter Win- 
chell’s Jergens Journal, and Lowell 
Thomas have dipped approximately 


daily circulation than the second the outside territory. 


NANNIE (Ky:) 
GOT 

YOUR 
GOAT? 


by Advertisers! 


The Chronicle published 63.7° 5 
more advertising than the second 
paper, and 167.1 °> more than the 


Overwhelmingly Preferred 


Retail, general, classified—aoll 
types of advertisers prefer The 
Chronicle. During the first six 


. P ; four points below their respective 
months of this year, for instance, third paper. ratings for April, 21.4 and 20.4, in Nennie (KY 
accordance with the seasonal trend. if your sales 1" * — pund ites 
A special CAB report revealed en't leaping and i a 
. " . —— “large audiences” for two All-Star 8 *: let it throw you. 9* i9° 
More and more advertisers are finding it is NOT necessary baseball games broadcast exclu-) @0P* 8. cgective buriMy 1 
. sively over Mutual. The American Kentue ’ concentrate in te 
to use two newspapers in Houston—The Chronicle ALONE League - National League game) come 9 ciading Ares’ 
played in New York Monday eve- Louisville radio home in pe 
* ° ning, July 6, had a rating of 16.1, reach every saw extra 
does a bang up job for them. while the Cleveland game, July 7, Area, without chy ON our 
between the American League All- coverage YoU don ae oaks NBL 
Stars and a Service team, had a pest bet is WAVE a 6 ar nd! 
. rating of 15.2. tation for 100 mile at 
na Weue for all the dop® 
wr ‘s 
<0 on First in Circulation and Advertising for 29 Consecutive Years Rodman and Tapply LouIsvitts — 
oo" Join ‘Outdoors \ / 
bes Ollie Rodman, formerly president 
R. W. McCARTHY THE BRANHAM COMPANY of Hunting and Fishing, Boston, has sie 
joined Outdoors, New York, as pub- stou.c...*8 
National Advertising Manager Nationa! Representatives lisher. : sooo warts ETERS. ' ee 
H. G. Tapply, former editor of ee REE & P tative? 
Hunting and Fishing, has gone to . 


“F gational Repres® 
|! Outdoors with Mr. Rodman as pee ZZ 
| | editor. <I 
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| changes in weight or quality of 

soap may result in an increase in 

retail prices even when the retailer 
|attempts to price the new soap in 
/line with its value. To arrive at 
|a proper price, it may be necessary 

to price the new size in fractions 
lof a cent. As this is not feasible, 
|the price fixed for a unit may be 
|}almost as much as a cent in error 
| when considered in relation to its 


'1enderson Edict lvalue. The difference of as little 


Fixes July 21 as |}as %gths of a cent is significant, as 
ithe unit prices of soap are rela- 
Base Standards Date ‘tively small. Thus, on a 10-cent 
| bar of soap, the retailer’s price may 
Weshingon, D. C., July 21.—The| be almost as much as 10 per cent 
hectic competitive pace and com-/too high and on a 5-cent bar al- 
plex brand situations that prevail) most as much as 20 per cent. When 
in the marketing of soap products | this error is reflected in the retail 
came in for official recognition by | price, the retailer's margins, which 
the Office of Price Administration | are relatively low, will be substan- 
today with the issuance of an or-| tially increased. 
der that, in effect, establishes as 
minmum standards the various | 
types of bar and package soaps and| The problem is further compli- 
cleansers now being sold in differ- | cated, OPA pointed out, by the fact 
ent parts of the country. ‘that the industry has customarily 
In announcing the OPA regula-| divided the country into half a 
tion, the first dealing exclusively |qozen marketing areas, and the 
with size and quality of a com-j|types of soap sold differ widely 
mod ty, Price Administrator Hen-| among these various areas. 
derson guaranteed American con-| “In a given market area the 
sumers that “the $500,000,000 they | sizes of soaps and cleansers are 
wil. spend on soap this year will||jmited and manufacturers distrib- 
buy at least as much as formerly | yte types and sizes which are of 
and that the quality will not be de- | 


First OPA Quality 
Freeze Order Hits 
Packaged Soaps 


Sectional Brands Prevail 


comparable size and quality and 
which have become more or less 
standardized over a_ period of 
time,” OPA said. “The regulation 
prohibits the sale in a given area of 
types or sizes not sold in that area 
in a period preceding the issuance 
of the regulation. This is necessary 
since introduction into a new mar- 
keting area of a type or size of 


soap now sold in another area 
could have the same _ effect as 
manufacture and sale of a new 


type or size of soap.” 

The Price Administrator empha- 
sized that while new products 
which are inferior in weight and 
quality may not be introduced into 
the market areas, the regulation 
allows the distribution of improved 
types if these types sell at the same 
price as those they replace. The 
regulation expedites the pricing of 
a new grade by providing that 
where a bar or package of soap is 
improved in quality it must be 
considered the same commodity as 
the old type within the meaning of 
the General Maximum Price Regu- 
lation, and thus must be priced at 
the same figure as the old cake or 
package. 

The order requires that by Sept. 
17 every soap manufacturer must 
file with the OPA a detailed de- 
scription of each weight and qual- 


ity of bars or packages delivered Broyles Handles Travel 


during the 30-day period ended 


Galen E. Broyles Advertising 


July 17, and of the geographical Agency, Denver, is going heavily 


area in which such products were 
delivered. 


Graphic Arts Men 
Plan Cincinnati Drive 
Members of all phases of the 
graphic arts of Cincinnati, including 
printers, engravers, lithographers, 
paper merchants, typographers, art- 
ists and advertising men, have 
planned an extensive campaign to 
be conducted in the Cincinnati area 
to the executives of all companies, 
on the necessity of keeping up their 
advertising, especially for those 
companies which have war work 
and cannot fill civilian orders. 
Charles Fay, Foto-Lith Company, 
who is chairman of the educational 
committee of the Advertisers Club 
of Cincinnati, was named chairman 
of the committee in charge. The 
advertising club will act as the 
agency for the group, preparing all 
media of advertising, layouts and 
copy. 


Five to Blackstone 
Blackstone Company, New York, 
has been appointed to handle adver- 
tising for the Hotels Greystone and 
Monterey, New York; Pilgrim Hotel, 


Pilgrim, Mass.; Hotel Reforma, 
Mexico City; and Essex House, 
Newark. 


into tourist travel and related fields. 
The agency has opened a Colorado 
| Springs branch office, and added the 
/account of Broadmoor Resort Hotel. 
In addition, it has launched a full- 
time publicity department under the 
|direction of Robert B. McWilliams, 
manager of the Colorado Springs 
office. 


For the first half of 1942, Business Week 
stands 4th in total advertising pages and Ist 
in pages gained among the 116 magazines 


tabulated by Printers’ ink. 


based.” All forms of household | 
soaps are covered in the order—| 
toilet, laundry, flake, chip and 
granule, as well as washing pow- | 
ders. cleansers and scouring pow- 
ders. 

Accompanying the _  announce-| 
ment was a hint that “some manu- 
facturers may have been on the 
point of introducing new types of 
wap in some areas,” and in this 
connection the order provides for 
the granting of exceptions in cases 
where the administrator feels that 
a manufacturer may suffer hard- | 
ship through application of the, 
rule. 


| 
Cites Consumer Habits | 
“Need for the regulation arises,” 
the OPA explained, “from the fact | 
that it is difficult for a consumer 
to distinguish small variations in 
the size of cakes or packages which 
he is accustomed to purchase. In 
addition, the weight and quality of 
the soap are not marked on most 
bars. 
“Due to the sharp competition in 
the industry, any changes in the, 
weight or quality of a bar or pack- | 
age soap or cleanser by one manu- | 
facturer which makes the product 
more attractive to the retail seller | 
either because of its possibility for | 
price control evasion, or because it | 
may appear to be a bigger bargain | 
to the consumer, tends to force a/| 
similar change by his competitor,” | 
Mr. Henderson explained. 
“Unlimited freedom to change | 
the weight and quality of house- 
hold soap thus increases the possi- 
bility of evasion of the maximum 
prices established by the General 
Maximum Price Regulation.” 
Moreover, Mr. Henderson said, 


for 
HOW 


CAN YOU 
COVER THE 
FARM MARKET 
MOST 
EFFECTIVELY? 


...- WITH 
FARM 


PUBLICATIONS 


, | Che 


NEW HAVEN ; 1. 


th TEST CITY’ 


in the 


UNITED STATES 


test campaigns.” 


In a comprehensive study of 60 top ranking U. S. test markets, New 
Haven, Connecticut, rated 7th. The 10 measurable factors which 
were considered necessary for a complete analysis were selected “for 
the express purpose of enabling advertising and sales executives to 
compare and evaluate key markets on the basis of their efficiency 


*This research project was sponsored by the Providence 


Bulletin with the 
charge of auditing. 


New Laven Register 


Ross Federal Research Corp. in 


ALL CAMPAIGNS ARE SUCCESSFUL IN THIS 
MARKET WHICH IS COMPLETELY COVERED BY 
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| inconvenient to shop at a supermar- 
ket when transportation services in 
| the form of private automobiles are 
'further curtailed.” 

The survey was conducted under 
the direction of the research de- 


Gas Threat Makes 
Little Difference 
in Shopping Habits 


St. Louis Study Shows 
Continued Dominance 
of Supermarket 


| partment of the newspaper. Copies | 


of the final findings in summary 
form are available on request from 
| James H. Kennedy, national adver- 
tising manager, St. Louis Star- 
Times. 


L&T Names Two V.P.’s 


Lord & Thomas has appointed two 

St. Louis, July 23.—An interesting y aed ; vig ogo a its — 
panorama of the shopping scene in Thee - Pe on ae Pray 
this city, showing that supermarkets fag Shmnse is . in tae Angeles 
get the majority of St. Louis shop-| office, and Norman Morrell, man- 
pers, and that yng on car | ager of the Hollywood radio office. 
use make little difference in shop-| 


Manufacturers 


paper board no restrictions on the 
manufacture of any type of paper 
box are contemplated at present, 
) and that the manufacture and use 
of gift and Christmas boxes are not 
prohibited. 


Get Go-Ahead on 
Holiday Packages 


New York, July 23.—The gay Tobacco Industry Gets O. K. 
holiday wrappings that have tradi-| 


tionally brightened retail shelves| al weeke caged elgg Rog Sei 
|and counters at Christmas time are industry placed the matter before 
not destined to go down as war Harley W. Jefferson, chief of the 
casualties—this year, at least. WPB tobacco section. He told 
Manufacturers of consumer goods | manufacturers of cigarets, cigars, 
who have been holding up plans! smoking tobacco and snuff that they 
for special gift packages because of | could proceed with plans for Christ- 
uncertainty received this reassur- mas packages. 
ance from William W. Fitzhugh, Mr. Fitzhugh’s subsequent state- 
chief of the WPB folding and setup’ ment in effect broadened the policy 
box section, who said that in view|so as to make it applicable to all 
of the current abundant supply of! industries. 


eeu 


Pop Corn Co. Campaigns 


With sugar rationing cutting int, 


home candy making, 
entertainment assuming new pr 


portions, American Pop Corn Com 


pany, Sioux City, Ia., maker 
Jolly Time pop corn, is planning 
largest dealer and consumer adve 
tising program in several yea; 
Trade papers, national 
magazines, newspapers and rad 


consume; 


and home 


e 


<4 


will be used. Buchanan - Thom: 
Advertising Company, Omaha, is the 


agency. 


Lane to Chirurg 


Gordon Lane, 


formerly on tly 


sales staff of Esquire, New York 


has joined James Thomas Chirw 
advertising 


Company, Boston 
agency, as contact man. 


we 


ping habits, is mirrored in the pre- 
liminary report of a survey by the 
St. Louis Star-Times. 

According to the survey, 43.9 per | 
cent of the shoppers interviewed 
patronize supermarkets exclusively, 
34.8 per cent shop in neighborhood 
stores exclusively, and the remain- 
der divide their purchases in vary- 
ing degrees between the two types 
of stores. 

Since the original interviews were 
made before intensified publicity 
had been given the rubber situa- 
tion and possibilities of nationwide 
gasoline rationing, a re-check of 
housewives who said they had made 
no plans for changing their car use 
was made. The final results showed 
that 37.5 per cent of the women 
who drove to supermarkets believed 
there would be no need to make any 
change, but 41 per cent had already 
put into effect a rule of making 
fewer trips. Oddly enough, only 
3.6 per cent planned to or have dou- 
bled up with neighbors for shop- 
ping excursions. Those who planned 
to or have changed to walking 
accounted for 6.7 per cent. 


Some Transfer Allegiance 


About 6.3 per cent stated they 
would have to change to some sort 
of neighborhood store due to in- 
ability to walk or carry packages 
for any distance. This figure, how- 
ever, covered only 3.5 per cent of 
the total who did all or part of 
their shopping at supermarkets. 

Significantly, the report shows 
that 61 per cent of neighborhood 
store shoppers shop six days a 
week, while only 30 per cent of 
supermarket buyers shop six days 
a week. In supermarkets, 19.9 per 
cent shop one day a week, compared 
with 13.5 for neighborhood stores. 
Next to the daily shopper, the big- 
gest percentage of supermarket 
shoppers shops two days a week, 
while the one day a week figure 
is the second best for the neighbor- 
hood store. 


Give Marketing Reasons 


The selling advantage of the 
supermarket is clearly revealed in 
the answers of 402 customers to the 
reason for patronizing supermar- 
kets. Of this panel, 265 customers 
shopped because of greater selec- 
tion, 248 because of price, and 89 
because of the proximity of the 
store to their home. 

“From this,” the survey says, “it 
is apparent that the sales arguments 
of greater selections and lower 
prices will be the supermarket’s 
most powerful force with which to 
hold customers who may find it 


home. 


Ithas always beenso... throughout man’s long, 
war-clouded history. 


Whenever the skies have been darkened... 
whenever troubled and weary hearts have sought 
strength for today, courage and hope for tomor- 
row ...they have found it, inevitably, in the 


It is so today—when again the home stands as 
the foundation of a nation’s morale... when 
the conditions of wartime living draw families 


together in the one place that, to them, repre 
sents everything we are fighting for: the home 


Whatever helps American men and wome: 
maintain faith in their homes; whatever help: 
them to keep alive their dreams of better, mor: 


beautiful and 


sound and constructive force, a builder of na 
tional character. 


more comfortable homes; is 
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‘ . sults indicating that lipstick, face| poll was undertaken at a time | Deodorant pueak fie atk Rae 64% 
Lipstick Face powder and deodorant are the cos-| when rumors were rife in the cos- | 8) Py eee re 58% 

’ /metics American women would in-| metic field about drastic govern- Dry Rouge ..... Henne eee eeeeee 46% 
Z sist upon having, if they were re-| mental action; the purpose of the | Hand Cream Lotion ........ 45% 
‘ Powder Deodorant quired to choose. poll was to provide concrete evi-|Cold and Cleansing Cream. . . .43% 
f | Luxor’s poll is based on its well- | dence which could be laid before | Powder CN 555 a eae ORR 26% 
known consumer jury (Apver-| government officials to show what | Night Cream ...... 15% 

- Are Cosmetic Musts TISING AGE, July 21, 1941), a non-|the public considered essential | Cream SND os nc cccccbusees 19% 


|Eye Make-up 
(Shadow, mascara, pencil) 
Facial Mask 


from a cosmetic standpoint. 


partisan body to which Luxor, 
through Mrs. Edythe Bright, direc- 
tor of research in charge of styling 


m How Products Stand 
Luxor Poll Shows Rise 


| 


Some 1,800 questionnaires were! Luxor’s confidence in this half- 
for Deodorant: War and public relations, habitually | mailed out. Luxor’s normal ex- | way rank stems from the fact that 
; submits products for pre-promo-|pectation is about 1,100 returns.) the first tabulation showed most of 

Worker Is Pacemaker 


tion testing. 

This vote, however, was taken on 
a different basis from that usually 
submitted to the jury. In most 
cases, Luxor’s objective is to pre- 
determine the acceptance which a 
new product will achieve. This 


To date, some 604 have been re-|the products in the same position, 
turned. The final recapitulation will| with the exception of hand cream 
be made after Sept. 1. At this point,}and dry rouge, whose positions 
then, the order in which cosmetics | were reversed on the first tally. 
are considered essential is: The “usage” portion of the ques- 
Lipstick tionnaire, on which only the first 
Face Powder tally results have been prepared, 
shows an amazing case for deod- 
'orants, which have been able to 
jachieve 93 per cent usage in the 
“under 25” age group. Deodorants 
| continued strong in the 25-35 and 
| 35-44 groups, but over 45 they 
| dropped to 73 per cent usage, and 
in the “x” age group, scored 78 per 
pan This is an interesting com- 
}mentary on deodorant promotion, 
jand the fact that the largest use 
,of the product is in the younger 
age groups indicates a good future 
|for deodorants. 


Chicago, July 22.—At the half- 
way point in a national polling of 
its consumer jury on the question 
of what cosmetics women consider 
essential, Luxor, Ltd., shows re- 
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| A Different Story 

| Face powder mirrored a differ- 
ent picture. Only 89 per cent of 
|the under 25 group used it; 95 per 
; cent of the 25-34 group used it; 
|98 per cent in the 35-44 stratum; 
(95 per cent over 45; and 94 per 
cent in the “x” group. “Soap on 
|face” and lipstick followed the de- 
odorant pattern, highest in the 
youngest age group, then declining 
among the older members the 
|jury. The “soap on face” decline 
|doesn’t mean that older women 
|don’t clean their faces; it merely 
means that cleansing creams find 
higher favor in these strata than 
|they do in the under 34 group. 

| Some of the comments returned 
by the women on the jury are il- 
_luminating. One girl wrote: “At a 
er ed /USO dance the other evening, I 
| heard several boys remark that the 
|girls smelled nice—different 
from the leather and camps. Need 
we say more about perfumes and 
|colegnes, etc., for helping every- 
one’s morale?” Wrote a Kenmore, 
N. Y., woman in the 5 and over” 


‘ 


of 


sO 


oe 2 


——ay | 


“45 
group: “If you ever saw me with- 
out the above (listing the cosmetics 
she thought necessary) you’d know 
why they are essential.” 


oe Be 


Problem Being Solved 


» 


Mrs. 


is 


The cosmetics field, Bright 
told ADVERTISING AGE, making 
strides in solving its packaging and 
other problems posed by a wartime 
j}economy. High in favor for pack- 
aging are pottery (a possible con- 
|tainer for creams and lotions), and 


7 «aX * 


L» 


impregnated paper. Impregnated 
cardboard has been successfully 
used as a lipstick container, an ap- 
plication which formerly required 
brass and steel, and it is believed 
that the cardboard has still further 
> uses. 

, In this belief, Better Homes & Gardens is ing wants, to the heart's desire for making An_ interesting marketing and 
continuing its far-reaching editorial program home more precious. promotional trend is indicated by 
and adapting it to present-day needs... offer- Escape, above all, into the realization that the wartime emphasis on industry. 
ing 2.470.000 h Ane! - boame-miaded _ = d : 1. inoteieee te li Heretofore, so far as the cosmetic 

it F B ‘hee one - much can be done today to brighten home = | business has been concerned, a ma- 

nt aumilies the escape, the reservoir of strength ing, home happiness—and to make practical | jor pacemaker in cosmetic styles has 

. they seckin the home...an escape into strength- plans for the home that is to be. been the college girl. The young 
‘ned confidence, renewed courage, brightened For Better Homes & Gardens believes in the wreernareg = ane me — haps 
hope, . ; nee tiger eager student adopted the clothes, cos- 

is lesson of history: that a nation’s destiny is |metics and manner of the collegi- 

= For these 2,470,000 families, Better Homes & bound up with the destiny of its homes. That late circles. Now, with many girls 
2s Garden provides an escape into the realm of lesson lies deep in the experience of all who of college age taking places on the 

; esires that can be realized today and tomor- have found that in peace or in war...in culture jnation’s assembly lines, women war 
pie . ‘ A / ‘ . : ye workers will be important cosmetic 

; ow. Escape into the satisfaction of heart-warm- ...incommerce...the home is basicand abiding. | pace setters 

‘ s. 
: | Poses Two Problems 
e “4s 
: Helping more than 2,470,000 suburban home families | hile Genk ented on Ge ane 


| worker poses two problems to cos- 
metics manufacturers. They must 
keep the woman worker protected 
and attractive during the day, and 
replete with all-out femininity 
night. To that end, Luxor’s lab- 
oratories, and presumably the ex- 
perimental sections of other cos- 
/metic makers, are hard at work on 
what is called “protective  cos- 
metics.” These are designed to 


plan for today and tomorrow 


from the dust, dirt and grime in- 


at} 


protect the complexion, hands, etc., | 


herent in industrial operations. 

Although the woman war worker 
offers an enormous potential mar- 
ket, reaching that market is diffi- 
cult. A direct approach through 
the plant at which the workers 
work is one method, but even that 
approach is a delicate operation. 

Another bar to the introduction 
of new products specifically de- 
signed to make industrial work 
more pleasant for the women em- 
ployed in it is the limitations or- 
der, which bans new products. If 
Luxor, or any other manufacturer, 
comes up with protective cosmetic 
lines, the only possible presenta- 
tion the maker can make to the 
government is to put it on an al- 
truistic plane, and present the line 
as the cosmetic maker’s contribu- 
tion to the victory effort. 


No Advertising 
Letup in Sight 
for Atlantic City 


Atlantic City, July 22.—Despite 
the fact that the Army air forces 
have taken over several of this re- 
sort’s biggest hotels, and established 
a large replacement training center, 


Atlantic City has no intention of 
cutting its $100,000 advertising 
appropriation or permitting the 


vacation trade to forget that this is 


still a place for relaxation, City 
Commissioner Joseph Altman as- 
serted today. 

“Under any conditions we must 


keep Atlantic City in the limelight,” 
he said. “This is more important 
now than ever before. The opening 
of the replacement center doesn’t 
mean we will drop our advertising 
and let thousands of potential visi- 
tors forget we are still in existence 
and open for business.” 

Advertising will be concentrated 
more and more in such areas as 
Philadelphia, New York, Washing- 
ton and larger New England cities. 
In addition to the $100,000 expen- 
diture for space, the Atlantic City 
Press Bureau has a_ budget of 
$40,000 for publicity and special 
events. Not the least of these is 
the Miss America beauty contest, 
which will flourish this year as in 
the past. 


Westheimer Opens 


New Wartime Service 

A new wartime advertising 
agency service has been made avail- 
able to “small advertisers, and large 
advertisers with curtailed budgets” 
by Westheimer & Co., St. Louis. The 
unit, which is known as the Busi- 
ness Defense Division, will be under 
the direction of William G. Moore. 

The division will have “the serv- 
ices of the principals of the com- 
pany, plus a special production de- 
partment set up to produce direct 
mail, trade paper, point-of-sale, 
outdoor, radio, newspaper and 
magazine advertising at a nominal 
cost.” 


Names S. C. Rawlins 

The Grange Farm Group, Port- 
land, Ore., has named S. C. Rawlins, 
|Chicago, as its Midwest represen- 
tative. 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 
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This depart 


Promotes Saving for | 
Future Building 
To the Editor: “Practical Patrio- 
tism for Practical Planning of the 
Postwar Home” would seem to be 
a common sense plea to the great 
mass of the American people to buy 
war bonds based on the universal 
trait in all of us—selfishness. Fur- 
thermore, it presents a dual reason 
for the purchase of bonds (1) to in- 
sure victory and (2) to make for) 
security in the post-war period. 
The advertising theme and mes-| 
sages illustrated on the ads attached 
were conceived at Minneapolis- | 
Honeywell about April 15, barely | 
in time to make the closing dates 
of the July issues of the national | 
magazines in which they appeared. 
They have struck a responsive note, 
and we feel that we have hit on an 
idea that will make a contribution | 
to the War Bond drive. Having! 
struck on this idea early in April, 
we feel that we come pretty close to 
being first—if, in fact we are not! 
first, in giving publicity through the | 
medium ef advertising to the real-| 
istic copy suggestion that consum- 
ers buy war bonds now so they will | 
have money to buy peacetime goods | 
later. This campaign is scheduled 
for the balance of the year in such | 
national magazines as Better Homes | 
and Gardens, House and Garden,| 
House Beautiful and American}! 
Home. | 
The War Savings Staff of the} 
Treasury Department has acknowl- | 


eration in the war bond effort.” 
R. H. WARMEE, 
Sales Promotion Manager, Min- 
neapolis - Honeywell Regulator 
Company, Minneapolis. 


—) ee 


Clears Up Ad Status 
of Army Camp Papers 

To the Editor: It seems likely to 
me that there may be some mis- 
understanding among national ad- 
vertisers and their agencies as to 
the status of various types of local 
Army camp newspapers, in connec- 
tion with the action of the Senate 
in deleting 


Army camp newspapers run the 
gamut from information sheets of a 
mimeographed nature to well-or- 
ganized weeklies, doing a_profes- 
sional job and manned by competent 
staffs. 

The mimeographed bulletin-style 
papers have rarely if ever solicited 
or accepted advertising. They are 
supported by the post they serve. 
Obviously they are limited in scope. 
The second class of papers are more 


mat, are produced entirely by the 
public relations staff of the fields 
where they circulate, and in some 


cases printed right on the field. 
Some of these have carried local 
advertising, but have been  pro- 


hibited from carrying national ad- 


vertising, due to Army restrictions | 


relating to firms doing business 
with the War Department. Any 
firm selling to exchanges falls into 
this classification. 

The third type is the privately 
published newspaper in the interest 
of the personnel of a particular 
camp. In this case the producer of 
the paper handles all of the business 
end of the publishing, including the 
selling of space and printing the 
paper. In some cases, the paper is 
distributed free to the personnel of 
the particular camp and in others 
it is sold from 1c to 5c a copy. All 
editorial material originates in the 
public relations office of the field 
concerned, and the private publisher 
pravides the vehicle for the Army 


House appropriations bill which 
would have permitted camp news- | 
papers to solicit advertising support 
from makers of goods of a non- 
military nature sold at camp 
exchanges, as reported in your issue 
of July 6, last. 


nearly regular newspapers in for-| 


ee editorial matter. 

‘— " This last type of publication has 
been the most highly developed and 
: has, by and large, produced the most 
‘ ‘at successful newspaper for the Army! 
#: 

s Pee 


Voice of the Advertiser 


ment is a reader’s forum. 


BELIEVED FIRST 


ay 


FOR POST WAR COMFORT 


* ASthn 
MINNEAPOLIS - HONEYWELL CONTROLS ene 
_ 


TODAY 


Minneapolis-Honeywell thinks this type 

of copy, now running in magazines, was 

probably the first to stress the idea of 

buying war bonds now for home con- 
struction later. 


personnel. Newspapers in this cate- 
gory are not affected by the recent 


legislation, as they operate on the) 


same status as any other private 
newspaper in soliciting advertising 
and in the conduct of all business 
affairs. No member of the United 
States Army has any connection 
wi 


produces such a paper and _ the 


edged these ads as “splendid coop-|news material contained in them is) 


a reflection of the viewpoint of the 


| individuals writing the material and | 


does not represent official opinion. 
The privately operated papers are 
increasing in number and appar- 


}ently meet the problem of providing | 


camp newspapers of the most satis- 
factory sort from the War Depart- 
ment viewpoint. There is no doubt 
that they provide an_ excellent 
medium for national advertising 
directed to men in the armed forces 
both from the point of view of 
coverage and degree of readership. 

The only papers which would 
seem to be affected by the legisla- 
| tion previously mentioned would be 


| personnel. 

EUGENE E. SULLIVAN, 
Wings Publishing Company, 
| Champaign, III. 
7 FF 


| Men and Management 


To the Editor: Some time ago we 
ran an ad in the Dakota Farmer 
|}and several other publications en- 
titled, “Brave Men Shall Not Die 
| Because We Have Faltered.” Sev- 
eral of the farm paper editors have 
written me asking me to send this 
_to you as an outstanding job under 
present conditions. 

We have not made it a practice 


ALL TOGETHER 
“Brave Men Shall Not Die 


| Because We Have Faltered” 


Et |i 


ite —~ a 


MimmEAPOLiS-MOLINE Power ImPLemenT Company 
MinweaPous. Minw. USA 


* 


Minneapolis-Moline runs an unusual farm 
paper advertisement—devoted half and 
half to messages from the union and the 
| management. The copy originally ap- 


| 


peared in newspapers and was paid for 

equally by the company and locals 1146 

and 1138 of the United Electrical, Radio 
and Machine Workers of America. 


th the publishing business which | 


| 


Letters are welcome. 


to do this, but at their suggestion, | 
I am enclosing a copy for you. 
| You have our permission to use it) 
in any way you see fit in your good | 
paper, which I read regularly. 
B. D. GRUSSING, 
Advertising and Sales Promo- 
| tion Manager, Minneapolis-Mo- 
| line Power Implement Com- 
| pany, Minneapolis. 


| vgepey, 

“Buy Now’ Appeals 
To the Editor: There was a news| 
| item in one of the morning news-| 


10-inch views of farm life and' 
farming operations covering most of | 
the United States and Canadian, 
provinces, we have quite a collec- 
tion of pictures of this type in our| 
files for free distribution. 
E. R. DuRGIN, 
Editor, “Case Eagle,” J. I. Case 
Company, Racine, Wis. 
v v v 


Got an Older Nail? | 


To the Editor: Since another of | 
those “Who Was First?” contests is | 
current in your “Voice of the Ad- 
vertiser” columns, may we join in| 
the game? 

Attached is the “For Want of a 


| Nail” advertisement we prepared | 


for Addressograph-Multigraph Cor- | 


poration, Cleveland, Ohio, and 
which appeared in September, 1941, 


papers recently, which commented| issues of general and business pub-| 


upon the success of the advertising 
| campaign run by the Dime Savings} 
| Bank, using the slogan “Save now | 
and buy later.” This slogan is cer- 
'tainly a good one for a bank and,}| 
| unquestionably, it has been very! 
| successful. | 
However, to those advertisers who 
need to sell now, I would like to| 
| suggest the following slogan: “Buy 
now—you may not get it later.” 
Sam J. PERRY, 
Advertising Director, Popular 
Publications, New York. 


We Tried t 


| 


o Save 


Her from Passes | 

To the Editor: Numerous letters | 
have been received by Dorothy 
Partington, “Miss Harlequin of 
1942,” from people who have been | 
under the impression that she is the | 


| 


| 


| 
| 
| 


| 


| 


| 


the clause from the|those wholly produced by Army |8itl whose picture appeared in the 


May 25 issue of your publication. 
|The picture which you printed was 
\that of a non-winning entry in the 
contest sponsored by the Harlequin 
Corporation. 

We're enclosing a picture of Miss 
| Partington—which won the $100 
prize and title of Miss Harlequin 
for her. We'd appreciate it if you 
would publish the enclosed picture, 
and thus end the chain of letters. 

ELIZABETH WINSTON, 

Constance Hope _ Associates, 

New York. 


| : 


Tribute Paid to 


Wood Engravers 

To the Editor: In this age of 
|modern science and invention, we 
sometimes are prone to overlook or 
| forget the fine arts of the past. 

Woodcut engraving, as practiced 
in the past century, was really an 
art. Just why those skilled arti- 
sans, the woodcut engravers, have 
not been given a place in the hall 
of fame, along with painters and 
sculptors, we do not know. Cer- 
tainly wood engravings required as 
much skill and imagination as the 
fine arts, and it cannot be denied 
that the early woodcuts were as 
|} useful and helpful to society, yes, 
even more Reproduction of the 
wood engravings reached and influ- 
enced the masses. Most of the 
other works of art did not. 

In recognition of the service per- 
formed by the woodcut artists (and 
we prefer to call them artists rather 
than artisans) we submit in the 
enclosure reproductions of early 
wood engravings now in our posses- 
sion. These Case wood engravings 
are a graphic reminder of a past art, 
and the booklet of illustrations is 
dedicated to the old masters who 
artistically interpreted lights and 
shades with deft strokes of cutting 
tools. 

Should you want modern 8 by 


| 


so. 


lications. 

One of these publications (News- 
week) printed a folded promotional 
card with the heading, “For Want 
of a Nail,” and to it was stapled 
an actual horseshoe nail. This card 
was attached to a large quantity of 
sample copies of the issue and sent 
to advertising agency executives 
and advertisers throughout the 
country. 

Yours for more and bigger con- 
tests. 

LOREN E. SHEARS, 

Reincke - Ellis - Younggreen & 

Finn, Chicago. 

— 3 
Liquor Paper Printed 
Flag Above Name Plate 

To the Editor: Donald R. Daw- 

son, in a letter to this department 


in the July 20 ADVERTISING AGE 
(“Proper Use of the Flag’’) is enti- 


\tled to modest self-congrats on the 


proper use of flag display in the 
Timberman, as per his description. 
When he says that “this point was 


completely missed by editors and | illustration. 


| 


July 27, 


a 


SEEKS HONORS 


AOCOAESSOGEAPH SYLTICRAPH CORPORATION 


SHOCLDER £0 SHOOLOER GITH FOu I AMERICAS OEFEns 


Latest entrant in the “want of a na" 
competition is this 1941 advertiseme >t 
for Addressograph-Multigraph Compe 


art directors,’ he may be ri; it 
about those experts associated w ‘h 
magazines whose covers were rep: )- 
duced in ADVERTISING AGE recent! y, 

However, as you will note frm 
the enclosed cover of our June is: ie 
(mailed June 25) this point was.\'t 
missed by us. We ran the two-co >r 


flag plates as a bleed on three sid: s, 
running our name plate below ' 
flag cut. We felt that the ex 
expense of a set of electros for | 
name plate was worth it to achie 
conformity with War Departm« 
recommendations on flag disp! 
procedure. 

We also noted that quite a few 
the alcoholic beverage trade pap« 
that come to this office met tl! 
requirement as to placement 
their name plates below the fi 
We trust the absence 


2 


“SILLY, AIN'T IT, TO DO THINGS THE HARD 


WAY? LIKE, F‘R INSTANCE, TRYIN’ TO 
REACH THE RED RIVER VALLEY’S 
290,000 RADIO FAMILIES 


WITHOUT WDAY!” 


 ) 

™ 

A 
~~ \ FREE & PETERS, NAT'L REPRESENTATIVES 


\ 


aa 


ie 


WDAY FARGO, N. D. 5000 WATTS*N BC 


AFFILIATED WITH THE FARGO FORU™ 
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of such covers from ADVERTISING | > 

Ace’s display was not an sever Caterpillar Net 
tent betrayal—may Allah forbid!— | 

of subrosa Dry sentiment in the | 


jnner sanctum of ADVERTISING AGE. Drops 30% Despite 


BENSON F. GALLOB, 


| 
iditor, Northwest Package & 0 . 
‘avern News, Minneapolis. 1 % § | R 
vy W/o JaleS RISE 
hatters Bond Quota : 
“o the Editor: The sales of U.S. Food Advertisers Also 


wer bonds and stamps in the de- 


pe tment stores of D. H. Holmes Co., 


Lid. on the first day of July ex- 


Report Declines in 
Profit Column 


ceeded the quota for the entire 


month of July. 


ag! 
dis ng advertising for this day. All 
of the advertising effort was de- 
vo 
bonds 


and 


stamps. In our own 


store, special booths were arranged 


throughout the store and salesper- 


sons devoted their time and effort 


to this great cause. 
Under 


30, and Wednesday, 
think you will 


July 1. 
enjoy 


how the retailers of New Orleans 
have given liberally of their adver- 
tising space to the promotion of the 
“Pause for Victory.” May we call 
to your particular attention 


ed exclusively to the sale of war 


separate cover we are 
sending you copies of the New Or- 
leans newspapers of Tuesday, June 
We 
looking 
through these papers and noticing 


the 


New York, July 21.—For the 12 


‘he stores of New Orleans, by! months ended June 30, net profit | 
2ement, published no merchan-| 4 


Caterpillar Tractor Company 
totaled $5,954,596, compared with 
$8,628,142 during the same period 
a year ago. At the same time, net 
sales for the latest period amounted 
to $107,172,940, against $89,411,710 
for the comparable interval a year 
| ago. 

The Caterpillar report disclosed 
that income and excess profits taxes 
for the year just ended totaled 
$11,399,616, compared with $7,287,- 
439 for the year ended June 30, 
1941. 


Beech-Nut Packing 

Net profit for six months ended 
June 30 was $1,275,619, compared 
with $1,561,490 for the same period 


D. H. Holmes advertisement which|@a year ago. 


appears in all these papers. 


May we also call to your atten- Cream of Wheat Corp. 


tion the special announcement in 
our advertising to the effect that a 
complimentary luncheon was given 
in our restaurant to anyone pur- 
chasing a bond during the 15-min- 
ute period. This alone resulted in 
more than four times the first day’s 
quota set for the entire store. 

We have our plans all set for a 


continuance of this bond and stamp 


For the quarter ended June 30, 
net profit was $114,609, against 
$144,931 during the same quarter 
of last year. 


Corn Products Refining 

Net profit for six months ended 
June 30, $4,160,660, compared with 
$4,878,641 for the same period of 
1941. 


selling and feel sure that the re-| 


sults will be even greater than our 
expectations. 
E. Davis McCutTcuon, 
Sales Promotion Manager, 
D. H. Holmes Co., Ltd., New 
Orleans. 


Belden, Maitland Expands; 
Adds Three Acct. Execs. 


Belden and Maitland, Cleveland, 
advertising and marketing, has 
appointed three new account execu- 
tives, and has proportionately ex- 
panded art, production and market- 
ing services. 
has also been acquired. 

The three account executives ap- 
pointed are: Jay Morton, formerly 
assistant advertising manager of 
Perfection Stove Company, Cleve- 
land; Bradford W. Smith, advertis- 
ing department of Glidden Com- 
pany, Cleveland; and Jeptha Crouch, 
Detroit, engineering consultant and 
former president of Crouch Corpo- 
ration, stoker manufacturer, Ko- 
komo, Ind. 


To S. Duane Lyon 


S. Duane Lyon, New York, has 
been appointed to handle advertis- 
ing for Gotham Mail Order Com- 
pany and Maben Bag Company, 
ne manufacturer, both of New 

Ork. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Additional office space | 


Bayuk Cigars, Inc. 


For six months ended June 30, 
net profit totaled $465,080, com- 
| pared with $693,545 for the same 
| period last year. 


Westinghouse Electric 


Net profit for six months ended 
June 30 was $6,731,701, against 
$11,568,401 for the first half of 1941. 


Johns-Manville Corp. 


For the quarter ended June 30, 
|net profit was $1,103,054, compared 
with $1,457,213 for the same period 
of 1941. 


Atlantic Refining Co. 


| For six months ended June 30, 
jnet loss from operations was 
| $3,535,000, compared with profit of 
| $5,063,000 during the first half of 
1941. 


Kimberly-Clark Corp. 
| Net profit for six months ended 
June 30 was $1,039,855, against 
| $1,380,047 for the comparable period 
|a year ago. 
Pacific Mills 

For 12 months ended April 30 net 


income was $1,395,826, compared 
|with $948,033 during the same 
period of 1941. 
General Electric Co. 

For six months ended June 30, 


net profit of $20,681,433, compared 
with $26,003,665 for the first half of 
1941. 


White Rock Mineral Springs 


Net profit for six months ended 
June 30 was $55,918, compared with 
$67,303 for the same period a year 
ago. 


Barnes Elected V. P. 


Haskelite Mfg. Corporation, Chi- 
cago, producer of hardwood ply- 
wood, has elected Victor S. Barnes 
vice-president in charge of sales. 
Mr. Barnes has been associated with 
the company since 1931, following 
his graduation from the University 
of Michigan. 


Bannister in New Post 


S. A. Bannister has joined Ander- 
son, Davis & Platte, New York, as 
research director. He formerly did 
research work for Shields & Co. and 
Charles H. Jones & Co., New York 
investment houses 


Swift Radio Show 
Places Emphasis 
on Service Theme 


Chicago, July 23.—Swift & Co. 
will change the format for its new 
| Breakfast Club show which starts 
Aug. 26 over 92 Blue Network sta- 
| tions from straight product promo- 
tion to increased emphasis on serv- 
ice. 

The program, which originates in 
Chicago and is heard five days 
weekly from 8 to 9 a. m., CWT, will 
go to bat for wartime’s fall guy, the 
retailer. Each Friday one of the 
many emergency problems _ con- 
fronting the retailer will be ex- 
plained to the housewife from the 
| dealer’s viewpoint. She will be told 
lof his struggle to cope with price 
|ceilings, curtailed home deliveries, 
and increasing shortages of help. 
Likewise, annoying details of con- 
| sumer-dealer cooperation will be 
/aired and explained. 
| For example, retailers assisting in 
the fats salvage campaign are thor- 
|oughly tired of the housewife who 


| brings in her fat in a nice little jar | Cave Company Closed 


| which she expects to be returned. 
day of the week, program listeners 
will hear these service programs. 
On Thursdays, through August, the 


On Thursday, Friday and Satur-| ing agent and selling counsel, New 


program will be devoted to promo- 
tion of cheese without brand men- 
tion, in collaboration with the emer- 
gency cheese promotion (ADVERTIS- 
ING AGE, July 13). In September, 
this portion of the program will 
present human interest stories be- 
hind Swift personnel. Saturday’s 
program will present Swift’s home 
economist, Martha Logan, giving 
helpful hints on meal planning, 
preparation and serving. 


Manning Advanced 


Kellogg Switchboard and Supply 
Company, Chicago, manufacturer of 
telephone and other communication 
equipment, has appointed C. D. 
Manning as general sales manager 
with headquarters in Chicago. Mr. 
Manning joined the company as 
executive assistant to the president 
in 1940, after 13 years with Inter- 
national Telephone and Telegraph 
Corporation. 


BWC Lists Critical 
Radio Occupations 


Making no recommendations of 
its own, the Board of War Com- 
munications has forwarded lists of 
critical occupations in the communi- 
cations industries to the War Man- 
power Commission, the Selective 
Service System and the United 
States Employment Service. 

BWC listed six classes of techni- 
cal workers and three types of 
skilled personnel in program de- 
partments of standard broadcast 
stations. In_ international — short- 
wave broadcasting, 15 classes were 
cited. 


'* Cover-to-cover, the facts indicate it is one 
of the most USEFUL magazines in America 
todey. Wherever you find it, you find a 
well informed.” 


Edward Cave Company, advertis- 


York, has dissolved. Edward Cave 
is retiring from business because of 
ill health. 


business mon. . . 


She Was Just A Memphis Girl 
— 96 YEARS AGO 


There was a War Then, Too, and 
Things Weren’t Different for Her 


The ¢ 


Advertising Dept 
Howard Newspapers 


"355" COMMERCIAL APPEAL 


@ Her name was Catherine St. Ledger. 
was a pretty girl. 


She 
We read about her in the 
Memphis Appeal—in the musty old files dated 


May 28, 1846. She was the center of all eyes 
that day—when she presented a flag to the 
Jackson Greens, one of six Memphis compa- 
nies leaving for the Mexican War. 


@ That was a long, long time ago. This girl 
didn’t do any riveting in a bomber factory, 
like the girls today. But emotionally, women 
in any war are the same—excited, proud, 
worried, sympathetic, lonely, very sad, and 
very miserable. This girl was. 


@ We mention this girl just as an individual 
in that far-off day, rising again thru all the 
dust of time. That almost forgotten war of 
Cerro Gordo and Chapultepec was close and 
personal to her. So was the Memphis Appeal 
in 1846. 


@ For over a century, it has been the most 
important editorial force in the lives of the 
people of the Mid-South. Its eyes aren't turned 
toward the past. But it stands today as a 
great newspaper because it is imbued with 
all the spirit, the loveliness, the tradition of 
the Old South as it merges with the New 
South. 


@It is exceptionally pro- 
ductive for advertising 
for this— because it is 
very close to the people 
of a prosperous market 
because it can influence 
them tremendously. 


THE MEMPHIS 
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Truman to Tanglefoot LAY-AWAY TOYS | JUNE SALES OF CHAIN STORES 
a § a fd e Be — ———__June—_—_——_.. % Gain -————Ist 6 Mos.——, % Gair 
Charles D. Truman, formerly Food Chains 1942 1941 or Loss 1942 1941 or Los 
account executive with MacLaren The SiR , we tJewel ae $ 4,037,636 $ 2,975,551 +35.7 $ 23,985,754 $ 16,796,263 +42 ¢ 
scartiat ‘ ‘ , . 4 mae ree TOvs TeY cme tKroger Groc & 
Adv ertising Company » Toronto, has ? 1 San dey" : Bak. Co 28,987,064 3.204.440 425.0 167,049,830 182,029,564 4» 
been appointed advertising manager ournad . ey vy J, tNational Tea 6,794,530 5.257.239 +29.2 41,995,422 30,534,666 4+ 
of Tanglefoot Company, Grand — P +Safeway ........ 45,892,586 37,404,283 422.7 275,104,411 212,915,762 4+: 
——— aiich. _ a E. J. ss Group Total ...$ 85,711,816 § 68,841,513 424.5 $508,135,417 $392,276,255 " 
urkin, vice-president of the com- one Mail Order 
pany, who has been handling adver- ' e a” wow! 1 DEPosiT | 28e4rs, Roebuck...$ 69,120,849 $ 78,567,676 —12.0 $351,486,688 $355,498,055 
tising. REERISAN Five . re 2,537,191 3,445,101 —26.3 21,041,459 24,343,019 
tMontgomery Ward 48,475,720 52,871,545 8.3 250,666,963 249,784,642 


Two to Cory Snow 


Cory Snow, Boston agency, has 


been appointed to handle advertis- | 


ing for Arklay S. Richards Com- 
pany, Newton Highlands, Mass., 


manufacturer of Thermocouple and | 


accessories, and Falls 
Woonsocket, R. I. 


Yarn Mills, 


“Every time I hear those recruiting 
spots on WFDF Flint Mich., I feel all 


at sea.” 


Questions Paragraph 
5\'s Application to 
Other Publications 


New York, July 22.—Correspond- 
ence recently made public between 
Daniel W. Ashley, director of ad- 
vertising for the United States 
News, and Moore C. McIntosh, chief 
of the accounting advisory branch, 
purchasing division, War Produc- 
tion Board, serves to clarify the 
much-discussed Paragraph 51 of the 
pamphlet “Explanation of Prin- 
ciples for Determination of Costs 
Under Government Contracts.” This 
pamphlet and its description of ad- 
vertising admissible as a cost under 
war contracts was reported ex- 
clusively in ADVERTISING AGE May 
25. 

After stating that he wished to be 
certain he had accurate impressions 
tote a previous talk with Mr. Mc- 


Intosh, Mr. Ashley declared in a let- | 


An 
Outstanding Opportunity 
for a Top-Notch 


Sales Promotion Man 


extra special in the w 


able man. This is one 


advertisers is seeking a 


It is possible that there 
men in the country wh 
secking. It reflects als« 
its rewards. 


right now in a similar 
his talents. 


cause of the war. 
The company seeckir 
offices in New York. 


Thus the 
temporary one or for t 


war orders. 


importance of the job. 


The position is new 


of course. 


All replies will 


PRESIDENT. BOX 37 
100 East Ohio Street 


Every once in a while there comes something 


For it happens that one of the largest national 


It is quite an unusual opening and it requires 
the services of a man of more than usual ability. 


dicates something of the calibre of man we are 


The man we are seeking is probably employed 


manager and is seeking larger opportunity for 
Yet it might very well be some one 
whose former connection has been severed be- 


company in the food industry, with its principal 


The salary will be in line with the size and 


the president of the company. 
age, education and all business experience in full 


ay of opportunity for an 
of those times, 


sales promotion manager. 


are no more than a dozen 


o could qualify. That in- 


» the scope of the job and 


capacity or as advertising 


ig this man is a leading 
It is not dependent upon 


position is in no sense a 
he duration only. 


and comes directly under 
In writing give 


be treated confidentially, 


50, ADVERTISING AGE 
Chicago, Hlinois 


The Fair, Chicago department store, 
tests a lay-away plan for Christmas 
toys with this newspaper advertisement 
featuring toys that are sure to be in 
plentiful stock at Christmas time. While 
many stores have offered merchandise to 
be paid for in instalments in advance 
and delivered later, the application of 
the principle to Christmas toys during 
July is believed to be new. 


| lation 


ter dated June 12 that “As the regu- 
states ‘certain kinds of 
vertising of an industrial and insti-| 
tutional character’ may be included 


las operating expense because they 


‘are incurred as a policy for the 
benefit of the business and industry,’ 


ad- | . 


it would appear that the propriety | 


of allowing such items of cost turns 
|on where the advertising is placed 
las well as the nature of the adver- 
'tising itself.” 


Points to Readership 


| Mr. Ashley then pointed out 
|Paragraph 51’s_ reference to 
| placing of advertising of an indus- 
| trial or institutional nature in trade 
jor technical journals as admissible 
| because the journals were valuable 
|to the dissemination of technical in- 
|formation to the industry 
|““As director of advertising for the 
| United States News,” he wrote, “it 
|is important for me to be able to 
|inform prospective advertisers con- 
cerning Paragraph 51 and its ap- 
plication to us. 
| “Inasmuch as the United States 
|News is devoted almost entirely to 
'the publication of information of a 
| more or less technical nature con- 
;cerning the operations of govern- 
|ment as they primarily affect busi- 
|ness or industry,” Mr. Ashley con- 
‘tinued, “it would seem that the 
|United States News performs a 
| function of supplying information 
|of value to business and industry 
| which is analogous to that which is 
| supplied by ‘trade or technical jour- 
inals.’ In fact, the United States 
|News does not confine itself to the 
|information about any one trade or 
|industry but publishes information 
|concerning various trade and indus- 
trial operations that are of direct 
| benefit to businessmen.” 

Pointing out the results of a re- 
cent survey showing 80 per cent of 
|the paper’s subscribers to be en- 
|gaged in business, Mr. Ashley con- 
cluded: “I would appreciate it if 
you could confirm the impressions I 
have of Paragraph 51 with the 
understanding, of course, that each 
contractor must decide for himself 
whether he wishes to include any 


trade or technical journals, and 


that your answer in no way passes| 


judgment on the merits of the 
| United States News, itself, as an ad- 
vertising medium but only outlines 
the general character of magazines 
such as ours, which is devoted 
| almost entirely to information of 
|value to business and industry.” 


| Other Publications Not Ruled Out 


Mr. MclIntosh’s reply to Mr. Ash- 
ley’s letter, written July 1, was as 
follows: 

“This paragraph (51) is a part of 
the chapter outlining limitations on 
admissible costs but it states that 
there are some exceptions to 54 (t) 
which lists as inadmissible, in gen- 
eral, commercial advertising and 
|commercial selling expenses. The 


|number of things, 


| 
| 


served, | 


particular publication on his list of | 


kinds of advertising mentioned as’ 


Group 
Drug Chains 


$134,884,322 


-10.9 $623,195,110 $629,625,716 — 


*Crown ; ? $ 775,121 $ TOT. 986 +9.5 $ 6,909,180 $ 6,581,386 
Peoples 2,563,799 2,140,244 + 19.8 14,904,016 12,764,097 + 
Walgreen 7,998,938 6,774,468 +18.1 45,696,147 39,891,527 + 

Group Total.....$ 11,337,858 $ 9,622,698 +17.8 § 67,509,343 $ 59,237,010 + 

Variety and Miscellaneous 
Bond Stores ......$ 3,155,605 $ 3,421,518 —T7.8 $ 25,403,830 $ 19,950,069 + 
a Colonial Stores 

er 7,414,111 5,384,671 37.7 36,666,608 26,703,475 ~ 
Consolidated Retail 

Stores ver 911,977 + 30.4 6,586,367 5,201,016 + 2 
Edison Bros. 4,020,620 + 42.5 21,674,091 16,077,385 + 
Fishman, M. H 509,655 17.4 2,499,747 2,151,383 +162 
Grant, W. T.... 12,222,145 + 28.2 64,355,680 51,809,745 +218 
tGreen, H. L... ; 4,831,494 + 23.0 22,183,840 19,012,118 +167 
tinterstate Dept 

Stores, Ine. 2,792,600 773 + 15.6 3,666,317 11,748,742 +1 
Kresge, 8S. S.. 15,585,495 24,585 + 19.7 85,604,598 74,686,025 +1 
Kress, 8S. H... 9,104,536 .723,592 +17.9 49,297,172 43,042,234 +145 
Lane Bryant, Ine 1,867,816 1,464,791 + 27.5 11,318,438 8,196,401 +: 
tLerner .... 5,471,258 4,138,834 +32.2 23,977,650 18,582,179 +2 
McCrory. ..... 4,833,250 3,922,549 + 23.2 26,301,330 22,105,475 +1 
tMcLellan Stores.. 2,440,813 2,065,350 +18.2 10,928,128 9,774,582 +1 
Murphy, G. C., 6,205,498 4,931,316 + 25.8 32,639,159 26,213,088 +2 
Neisner Bros. 2,679,639 2,021,594 + 32.6 13,422,820 10,777,946 +: 
Newberry, J. J 5,924,396 4,715,890 + 25.6 31,309,649 26,254,704 + 
Penney, J. C.. 38,456,513 28,402,169 + 35.4 200,543,145 146,727,558 +5 
Rose’s 5, 10 & 25e 

Stores ; 674,308 514,243 +31.1 3,649,157 2,969,780 + 
Schiff Co. 1,751,366 1,473,426 + 18.8 8,796,654 7,252,080 +2 
Western Auto .... 4,562,000 6,447,000 29.2 28,962,000 30,218,000 
Woolworth, F. W.. 33,024,988 27,652,730 +19.4 184,898,248 159,034,950 

Group Total..... $168,450,083 $ 37,148,100 +22.8$ 904,684,628 $ 738,488,935 

Combined Total. .$385,633,517 § 10, 496,¢ + 10.0 $2,103,524,498 $1,819,627,916 +1 

+Four weeks and 24 weeks 

tFive-month period 

*Nine-month period 

aFive weeks and 26 weeks 
exceptions to the general rule do 


not necessarily include all possible 


exceptions, and the advertising 
media mentioned are not neces- 
sarily comprehensive. 

“The propriety of allowing so- 


called advertising costs turns on a 
which will in- 
clude the terms of the contract, the 
kind of product, the advertising me- 


the| dium and the nature or purpose of 


the advertising itself. The question 
should be taken up with the con- 
tracting agency by any contractor 
who may be in doubt as to admissi- 


| bility of advertising costs. 


“The pamphlet does not exclude 
any particular advertising medium 
from the list of publications which 
may carry advertisements on an 
admissible cost basis, but it does ex- 
clude entirely the costs of advertis- 
ing placed for the sole purpose of 
selling goods.” 


Introduces New 
Doughboy Machine 


Doughboy, a machine requiring 
no essential materials, has been in- 
troduced to the food and restaurant 
industries. The machine bakes 
specially formulated bread _ buns | 
right before the customer’s eyes. 
Spindles, around which dough is 
placed, are slowly rotated over gas 
flames, and when baked, the Dough- | 
boy bun is cylindrical, with a hole} 
down the center for fillings. Its 
derivation and name are from the | 
original doughboys, which were} 
cooked on sticks over campfires by | 
cowhands and early settlers in the | 
old West. 

Merchandising plans, including 
contract sale of special flour mix 
with each machine, also include na- 
tional distribution through licensed 


manufacturing - marketing com-| 
panies in various sections of the | 
United States. Advertising is han- | 


dled by Ritchie Advertising Agency, 
Houston, Tex. 


Grocer to Botsford 


Botsford, Constantine & Gardner, 
San Francisco, has been appointed 
to handle the radio advertising of | 
Wellman-Peck & Co., San Francisco 
wholesale grocer. 


|*What Do You Fear?” 


National Furniture Review, offi- 
‘cial publication of National Retail 
Furniture Association, has ni 
Jack Hand as editorial director, 
following the election of Leé 
Heer, executive editor, as ce- 
president of the associatior 


‘charge of the Washington of! 


Carolina Dailies’ 
Ad Execs Meet 


in Asheville 


N. C., July 22.—The 
Advertising Executives 
Association, which held a one-day 
mid-summer meeting here last 
week, directed its attention to prob- 
lems facing newspapers in connec- 
tion with retail and national adver- 
tising. 

One of the highlights of the meet- 
ing was a luncheon speech on ad- 
vertising in wartime from a retail- 
er’s and newspaper standpoint by 
Victor North, advertising director of 
Miller Rhoads, Richmond, Va. R. H. 
Carson, of the Raleigh News and 
Observer, presented a summary of 
the national convention of the 
Newspaper Advertising Executives 
Association at Columbus, O. 

The evening banquet session was 
sparked by a speech by R. L. Pat- 
ton, superintendent of Burke 
County schools, who spoke on 
The associa- 
tion will hold its mid-winter meet- 
ing in January at Spartanburg, 
ie 


Asheville, 
Carolinas’ 


Personnel Shifts Given 


Canadian Industries Ltd., Mon- 
treal, has announced two personnel 
shifts effective Aug. 1. L. W. Has- 
lett, general manager of the chemical 
group, will become general man- 
ager of the explosive and ammuni- 
tion group, succeeding the late P. B. 
Yancey. Dr. H. G. Littler, who has 
been assistant general manager of 
Defense Industries since the early 
months of the war, will become 
general manager of the chemical 
group. 


Hand Named Editor 
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Post-War 


Aircraft Industry Faces 
Post-War Crisis 

ireraft being manufactured to-| 
dav will be valueless in the post-war 
era because of high maintenance 
and operating costs, and _ unless} 
the industry starts soon to correct| 
the situation the United States ma | 
come out poorly in the trade battle 
after the war. That is the substance | 
of two dispatches appearing in the 
July 9 Aircraft Times, published for | 
aircraft workers in the California | 
district. The material was supplied 
py American Aviation Daily, which 
pased its assertions on a survey 
among Washington authorities. 

The outlook is that there will be 
so much “good as new” equipment 
available after the war that unless 
the industry develops new and bet- 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW 


to Radio Stations 


The school of journalism of 
Creighton University, Omaha, is of- 
fering awards to radio stations of 
nine Midwestern states for “out- 
| standing ge radio ~~ oo 
— > aot |interpreting t purposes and ac- 
pry gy Doone fying cannot operas, |complishments of the United ‘States 
large enough loads or operate over | military establishment.” Stations in 


al . | Nebraska, North and South Dakota, 
sufficient distances to more than) Missouri, Kansas, Minnesota, Iowa, 


Planning 


iscratch the surface of commodities 


|reduced by two-thirds or more be- 
‘fore more than a fraction of the! 


|surface carriers. In 


|ment is needed, the officials quoted 


which might be carried by air. 
It is pointed out that operating 
costs of present equipment must be 


world’s commerce can be lured from 
stating that 
radically new and improved equip-| 


are not overlooking current military 
progress on cargo planes and par- 
ticularly on gliders. But it is held 
that cargo plane developments can- 
not be carried far enough during 
the war to provide sufficiently eco- 


Colorado and Wyoming are eligible 
for awards. 

Entries must be made in the form 
of transcriptions. Smaller stations 
are particularly invited to compete, 
for “due consideration” will be 
given to the size and power of com- 
peting stations. 


Conklin Replaces Crandall 


Bill Conklin, formerly district 
manager for Oneida Community, 
Ltd., has joined the sales depart- 
ment of KFEL, Denver, to replace 
Mark Crandall, who is now serving 
as chief of the Denver office of war 


: ; | information for the United States 
nomical power plants or to bring | government. 


about necessary advances in aero-| 


ter equipment to offer, it will have 
to bide time until all surplus equip- 
ment is drained off the market. 
Some of the more far-sighted 
prophets of aviation are holding 
that the aircraft industry is not 
moving with sufficient speed and 
purpose toward a situation which 
should appear obvious. They con- 
tend that winning the war must, of 
course, be the first consideration, 
but at the same time some attention 
should be given to post-war prep- 
aration. 


Must Change Set-Up 


Only by starting immediately, by 
obtaining release from military de- 
velopments of a few of the most 
progressive engineers, by throwing 
overboard many time-honored con- 
cepts of aerodynamics and design, 
by planning to use new materials 
which war will make available in 
quantity, by developing engines 
which will operate efficiently with 
inexpensive fuels, and by building 
actual cargo planes rather than con- 
verting passenger planes, can the 
aircraft industry make the post-war 
contribution so badly needed. Such, 
says the article, is considered opin- 
ion of high and responsible federal 
officials on the problem. 

Pointing out that the future of 
the aviation industry, in fact the eco- 
nomic future of the entire nation, 
depends to a_ great extent on 
whether the country has aircraft 
capable of profitable operations with 
low-value cargo, these men say the 
markets of the world will fall to 
the nations which, with or without 
government subsidy, can _ provide 


fastest and cheapest transportation | 


for a wide variety of import and 


export materials. They add that 
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Covor PLATES 


A fine Chromart Colorprint 

gives art director, client 

and engraver the art-copy 

they like. Prices $38 up. 
Write! 
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: PHOTOCHROME 
‘37 |). FAIRFAX AVE. © HOLLYWOOD 
: Overnight by Plene 


Creighton Offers Awards INew York Prefers 


15-Minute Periods 
for News Reports 


New York, July 22.—If you're 
planning on sponsoring a newscast 
in New York, and want the denizens 
of this city to like it, you’d better 
buy a 15-minute period. 

That’s the conclusion of a survey 
made by Crossley, Inc., for Station 
WOR for inclusion in the station’s 
Continuing Study of Radio Listen- 
ing in Greater New York. After 
some 12,000 personal interviews 
were made, it was evident that by 
approximately two to one the New 
Yorker likes quarter-hour news 
periods. 

The survey started with the ques- 
tion, “Do you prefer a 15-minute 
news period to one of five or 10 
minutes in length?” The 15-minute 
period was favored by 64 per cent 
of the interviewees. 

To avoid possible bias caused by 


|mentioning the quarter-hour period 


first, the question was reversed in 
the second month of interviewing. 
“Do you prefer a five or 10-minute 
news period to one of 15 minutes 
in length?” interviewers inquired. 
This time, 66 per cent of the sam- 
ple said “No.” 


Two Join KTUC 


Lee Little, formerly director of 
the “Professor Quiz” program in 
New York, has been appointed gen- 
jeral manager of KTUC, Tucson, 
Ariz., and Wayne Sanders, since 
1940 general program coordinator 
,and pianist for the “Musical Steel- 
_makers” program, has been named 
|program director. Mr. Little suc- 
lceeds John C. Merino, who has 
lresigned to enter the Army air 
forces at Williams Field, Chandler, 
| Ariz. 


Lynn Foods to B&J 


Lynn Food Products Company 
has appointed the Chicago office of 
Bozell & Jacobs as its agency to 
direct advertising of a new line of 
dehydrated and vitamized soups 
called Mary Lynn soup mixes. 


dynamics and weight control. 
The survey revealed that many) 
government men are no more satis- 


national considerations of the prob- 
lem is considered highly desirable. 
aK * * 

The director of a British publish- 
ing house in London writes a Chi- 
cago friend as follows concerning 
the post-war trade situation in 
India: “I don’t think there is any 
doubt at all that whatever the po- 
litical setup after the war will be, 
India will be one of the world’s big 
|manufacturing centers. And even 
if control passes to Indians entirely, 
Indian industries will be developed 
to the full and the demand for pro- 
duction equipment is bound to be 
| large for many years to come. 

“As you know, the Indian has'| 
never been  pro-British when it 
came to buying and selling, and it 
|}seems to me that American manu- 
|facturers should have a wonderful 
opportunity to cash in after the war. 
Not that the British manufacturer 
| won't fight him—unless, of course, 
| there is some allocation of markets 
as a result of the new plans for 
world economy which seem to be 
maturing in the minds of the new 
| legislators of the two countries.” 


Census Reports 
on Radio Sets 
in 3 More States 


Washington, D. C., July 23. —) 
| While the Bureau of the Census has | 
released three new state reports | 
| on radio ownership in 1940, in addi- 
tion to the selected list of 30 states 
issued in April, its original warn- 
| ing that returns from the industrial 
| North will change the national per- 
| centages still holds. The latest fig- 
| ures are for Maryland, Georgia and 
| Tennessee. 

| The percentage 


| 


of homes with 
radio sets was reported as 71 in the! 


| \ 


Cob Ahem. YOU'LL SEE A 


fied with the situation than is the 2 
aircraft industry. A central agency 
to handle the post-war and inter-| Cail 


sadio sole won soperted 00 71 in the| LOWER COST THAN WTAM’S 


40 per cent for Mississippi to 96 per | 
cent for Rhode Island and Connec- 
ticut. Maryland has a percentage 
of 88 per cent; Georgia, 52 per cent; 
and Tennessee, 63 per cent. 
Cities Exceed State Average 

The first release placed ownership 
in rural non-farm territory at 72 
per cent. The percentage for this | 
segment of Maryland’s dwellings is 
84 per cent; for Georgia, 58, and for 
Tennessee, 65. The percentage in 
rural farm homes for 30 states was 
52. For Maryland’s farm families 
it is 69 per cent; for Tennessee, 47, 
and for Georgia, 34. 

While the state average for Mary- 
land is 88 per cent, no less than 
94 per cent of Baltimore’s fami- 
lies own radio receiving sets. The 
percentage for large Southern cities 
is also considerably in excess of 
state averages. In Atlanta, 76 per 
cent of the homes have receiving 
| sets, compared with the state aver- 
age of 52 per cent. In Tennessee, 
against the state average of 63 per 
cent, Memphis showed a percentage 
of 75; Chattanooga, 79; Knoxville, 
83, and Nashville, 81. 


Here’s how. 


basis. 


TA 


CLEVE 


B 
REPRESENTED NATIONALLY \C 


?.000073 fez FAMILY 


War economy demands full value, efficient time buying, too. 
buy, compare costs. 


Before you 


Compare WTAM on the cost per family basis. 


50,000 WATTS 


N 


Divide the 15 minute daytime rate of each Cleveland Station 
by the number of families each claims in its Primary Area. But don’t stop 
there. Go a step farther. Compare WTAM on the actual cost per listener 
Take any survey and look at the number of actual listeners each 
station has... all day .. . all night . . . all week. 


WTAM actually does 


reach more listeners than any station or combination of stations in the area. 


W 


NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


BY SPOT SALES OFFICES 
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RCA Employes Are IVORY DOES WELL 


Seldom Tardy— | neapolis Women Thrilled to 
Here’s Reason | Learn Secret of Lovelier Hands 


Camden, N. J., July 22.—‘*Too 
Little and Too Late” has no place 
in the RCA Mfg. Company’s em- 
ploye production campaign. This 
company, which developed the 
model “Beat the Promise” drive and 
set an example for thousands of 
other industrial plants across the 
country who seek to better produc- 
tion output, has found a unique way 
to solve a major production pro- 
lem—tardiness of employes. 

Each employe received a ruler on} | 
which these two grim facts were) | 20° oS". = 
stated: Poland was conquered in 


| 


[ 
rr combined with a photo- 
| news technique, gained top reader- 
ship among national advertisements 
|in the June 4 Minneapolis Star Jour- 
|nal for Ivory Soap test copy, it was | 
revealed in the 52nd Continuing 


Study of Newspaper Readership re- 
leased today. 


P & G Test Copy 
Gets Attention 
n Minneapolis 


New York, July 23.— Localized 


The best-read national ad among 


37,440 minutes; France fell in 44,640 
minutes, after the oncoming Nazi 
hordes had _ skirted the Maginot 
Line. Beneath these, and with tell- 
ing effect, the handy six-inch ruler 
reported that in one RCA plant, 
workers had lost, through lateness, 


172,980 minutes in February. 


Tardiness Drops 


This striking comparison, which 
showed that one plant’s workers had 
lost twice the time it took the Ger- 
man blitzkrieg to overwhelm Poland 
and France, brought results. Late- 
ness began to decrease. In June, 
time lost through lateness fell 36 
per cent; incomplete figures for July | cards. 
predict that this figure will be whit- | 


tled further. 


In RCA’s campaign against tardy 
workers, time clocks play an impor- 


tant part. 


=). IVORY SOAP. ‘men was the 834-line Shell Oil 
ani a / |Company copy in the U. S. Army 
ai “ Service” 
This 1,212-line localized Ivory soap test | sd forces Ground Crew Service 
copy topped all other national adver- | "ke tee ail d in Mi 
tising in readership in the June 6 issue | + head test - é — = owen 
of the Minneapolis Star-Journal. Nine japene was considerably larger than 
per cent of the men and 24 per cent of | most of the recent newspaper ad- 
the women surveyed read the ad. vertising employed by Procter &| 


a 


; i : y a _|ers, and employed photographs and | 
changed weekly, appear uncer 4 | testimonials by five different Min- 
drawing of a vicious Jap face. Vari- 


oe ak” tin ani |/neapolis women, whereas copy ap-| 
ous themes are used, like these: | \earing in other test cities has pic- 
“The Axis Won't Wait Because tured one Ivory user. | 
You're Late”; “Keep Punching—On | 
Time”; “Upset the Axis Timetable! Localization Aids Effectiveness 

—Ring in on Time”; and “Make the | 
Axis See Red—Ring Blue!” Blue is 
the “on time” stamp ink for time 


The effectiveness of the localiza- | 


| ployed by P & G is shown by com- 
/parison with two other large-space | 
|national advertisements. The 1,212- 
line Ivory copy stopped 24 per cent 


FTC Complaint Hits 


-Congoleum-Nairn of the Star Journal’s women read-_ 
Slogans, which  are| 


‘ers, while 1,000-line nutritional 
\N. J.. has been served with a Fed- copy for Continental Baking Com~- 
eral Trade Commission complaint | P@™Y, Doubly Fresh Wonder 
charging misrepresentation in ad-| Bread,” attracted 11 per cent of the 
vertising of Treadlite linoleum, pro- | women, and 975-line “whole wheat” 
moted as incorporating “well-known | nutritional copy for National Bis- 
cushioning and_ sound - deadening | cuit Company’s Shreddies was noted 
qualities of rubber.” Through use of |py seven per cent of the women 
| this and similar claims, FTC charges interviewed. 

| Congoleum-Nairn has greed repre- Small copy for Wilson & Co.’s 
|sented it as genuine linoleum or weekly recipes, Lysol and Purina 


linlaid linoleum containing rubber ; , ney hee 
‘enough to provide cushioning. Dog Chow all had high readership. 


Congoleum-Nairn, Inc., Kearny, 


Gamble and other soap manufactur- | 


‘tion and the news technique em-! 


BOWLING is the only magazine | FTC alleges aan Seg Pe 
: - alleges Treadlite is cheaper 
reaching EVERY bowling establish-| ; ne 4 Moines t ality ; 
ent certified by the Americ Bowl. in price and inferior in quality and 


— : - ; 
|durability to a genuine inlaid lino- 
ing Congress. There are 5069 such jeym product, and while possessing 


Radio Ads Stoppers 


Other well-read small-space ads 


establishments containing 39,812 bowl- 


ing alleys. 


Here is a mighty lucrative market for Saturated with asphaltum. The prin- 


included radio program advertise- 
ments placed in the Star Journal by 
Stations WCCO, KSTP and WLOL 


the general appearance of linoleum, 
vhas a backing or foundation of felt | 


bowling equipment, air conditioning | ©iPal material used in making lino- | 0M long - standing trade deals. 
units, wall coverings, interior decora- | !eum is linseed oil, the term having | WCCO’s 200-line ad stopped 17 per 
tions, sound insulating, soda foun-| been coined from linum (flax) and) cent of the men, 32 per cent of the 


tains, grills, seating and lighting Oleum (oil). 
equipment, food, beverages, tobacco, 
trophies, plaques and products of 
every description used and needed in 


the modern bowling establishment. 
Guaranteed circulation 30,600. 
Write for detailed information. 


Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 


women; KSTP’s 200-line ad, 16 per 
. Se cent of the men, 30 per cent of the 
Robins Advanced women; and WLOL’s 100-line in- 
Howard M. Robins has been ap- | S¢rtion, 13 per cent of the men and 
/pointed publicity manager of J. H.| 29 per cent of the women. 

| Williams & Co., Buffalo, manufac- A local department store adver- 
jturer of drop-forgings and drop-|tisement of the Dayton Company, 
\forged tools. Mr. Robins has been | written by the newspaper's former 
: — of ond coer a = woman’s page editor in fashion 
or four years, and succeeds the late | powe cty ras ret ,§ a 
Hugh Aikman as head of the de- oe po > nM te iveorcle A cstleenes 


partment. Although the study reported un- 


What’s your story ? 


PRODUCT? 
INSTITUTIONAL? 
WAR EFFORT? 


Tell it to the 
Midwestern Millions* at lower 
cost per family over 


WENR 


CHICAGO'S BASIC BLUE NETWORK STATION 
50,000 WATTS ON A CLEAR CHANNEL—890k.c. 


*A name given to WENR's primary station area which 
includes most of Illinois and Wisconsin, and half of 


usually high readership for war 
news and five political columnists 
in the Star Journal, it took a local 
story, “Boy, 5, Who Cheated Death 
in Pool, Killed by Truck,” to tie the 
Continuing Study’s all-time high for 
readership of a news story (a Rut- 
land Herald obituary) with 77 per 
cent of the men and 85 per cent of 
the women as readers. 


Adams Hits Peak 


The Advertising Research Foun- 
dation, which conducts the continu- 
ing study, reported that highest 
readership for any columnist re- 
corded in the three years of the re- 
ports went to “In This Corner With 
Cedric Adams,” a _ local column, 
which was read by 76 per cent of 
® Now, more than ever, you have to pro- the men and 84 per cent of the 
tect your market; keep your trade name |Women on the day studied. The 
alive; more definitely establish the trade | Foundation also credited “accented” 
typography employed by the Star 
Journal and the Des Moines Reg- 
ister and Tribune here for the ex- 
ceptionally high attention accorded 
people who live in WENR’s primary sta- | the 10 best-read news stories. 
tion area, It’s a responsive audience that 


can be reached with WENR at lower cost Liquor Ban Lifted 


per thousand families. Get the details now. 


position of your product. 


Whatever your problem—whatever your 
message—tell your story to the 12,000,000 


The ban placed on liquor adver- 
tising in the Atlanta Journal by the 
Georgia State Department of Reve- 
nue has been lifted after having 
Indiana and Michigan. been in force since Jan. 16. The 
Department of Revenue claimed that 


They're eye-opening. 


WENR IS OWNED AND OPERATED BY THE BLUE NETWORK COMPANY a liquor advertisement had been 


REPRESENTED NATIONALLY BY BLUE SPOT SALES 
NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + HOLLYWOOD 


run without its approval, while the 
Journal contended that the adver- 
tisement was run by mistake and 
was replaced with an okayed ad- 


vertisement. 


a _ — —— 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 
vertising men. It is presented in ADVERTISING AGE weekly, 
exactly as written, without benefit of “editorial direction” 
of any kind. 
July 13. What's happened to our said he couldn't worry too mu 
>? So far I haven't seen about it, believing that under an 


analogy boys’ 
a single piece of advertising litera- kind of system persuasion would tx 
ture which promotes a campaign as needed, and that there would } 
a “task force.” some place for the man who ha 


- : made an art of it. 
July 14. No industry has had a . adie 


greater stake in the private enter- 
prise system than advertising. From 
the entrepreneur all our blessings 
have flowed. His imagination for a 
new consumer service, his capital 
and the courage to risk it, have been 
the springs of our business. Now 
there begins to be, even in high busi- 
ness quarters, an acceptance of the 
idea that the era of private enter- 
prise is past. Advertising people 
need to subject this idea to the most 
critical scrutiny; and to set them- 
a. egg gh ng ee flashes the cow-thing to our minds 
Twentieth Century Fund by Stuart Some symbols are more vivid _ 
Chase, called “The Road We Are %°Unds (moo cow); some more vivid 
’ as pictures (red cow); some mor: 
vivid in print (sacred cow). The ad 
man, Whose business is communica- 
tion for purposes of persuasion 
July 15. How much more work- Should aim at being equally adept 
manlike our copywriters would be with all kinds of symbols. 
if they had learned to stick type in " . 
their youth. No writer can see his July 18. Went to a reception and 
ad “whole,” or plan its total im- exhibit for a well-known portrait 
pact, without visualizing the type painter, who has done such tycoons 
face and its setting. Also, learning and celebrities as Roy Howard 
to scale his writing to his type is an Thomas Watson, Arthur’ Brisbane 
art every writer should be forced to ©: A man who has never done ad- 
practice, Note how neatly news- vertising illustrations, but would b 
paper headline writers and Life’s good for any calling for strong mas- 
caption writers do it. With a book CUline portraiture. 
like Lopatecki’s ‘““Typographer’s Desk 
Manual,” anybody with any feel for 
type can keep printers from going 
mad. 


July 17. In the beginning of con 
munication there was sound; a nois: 
that came to stand for “Look out 
or “Come here!" Then there wer 
pictures which came to stand fi 
things and action—hieroglyphic: 
Then the pictures became signs fo 
the sounds which could be put t 
gether to make words. So all sounds 
pictures and written words have the 
same purpose, namely, to stand a 
symbols for other things. We car 
speak, draw or write “cow” and it 


Traveling,” is a good case for this 
idea, and a good place to start an 
examination of it. 


July 19. Some of my farm neigh- 
bors have a real gift for the pic- 
turesque phrase. Talking with one 
today he said of another neighbor 

July 16. Talked with one of the that he was the kind of fellow who 
elder statesmen of advertising about was so lucky “he could fall down a 
the post-war world and the future well and come up with his pockets 
of our private enterprise system. He full of fish.” 


CBS Adds Three 
‘to Station Relations 


Tabery Becomes Pres. 


Fred J. Tabery has been ap- 

In enlarging its station relations cel wong tg Peay 

* . > , ie . * we 45 y . : . 
Soptem has added three held mans | Pickering, who resigned to go into 
agers in New York, Chicago and the U. S. Coast Guard. W. B. Clum 
Los Angeles. 

William A. Schudt, Jr., formerly 
head of the transcription division of 
Columbia Recording Corporation, | 
becomes Eastern field manager; | 
Howard Lane has resigned as busi- | 
ness manager of McClathy Broad- 
|casting Company to become Central 
field manager; and Edwin Buckalew 
has been promoted from sales pro- 
motion for Columbia Pacific Net- 
work, to Western field manager. 


has been moved up to the first vice- 
presidency, and Irvin Borders has 
been appointed second vice-presi- 


dent. 
ed pRICES!: | 


AY) 


| Newspapers for Schick 


| Schick, Inc., Stamford, Conn., has | 
| launched a newspaper campaign in | 
|38 cities in which the company has 
service stations. Insertions will 
|appear weekly for 22 weeks with 
‘copy promoting Schick’s check-up 
‘and repair service for its electric 
| shavers. Arthur Kudner, Inc., New 
York, is the agency. 


LOOK WT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 


* 


BUSINESS PUBLICATIONS EDITION 
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How to Be Embarrassed 


and Yet Glow with Pride 


Almost every week some member of 
the editorial staff of ADVERTISING AGE 


is embarrassed to learn that the “excit- 


ing news story” he has just run onto 
was printed in these columns several 
weeks ago. 

Last week, a New York editor, read- 
ing one of the country’s leading news- 
papers, devoured an article dealing 
with Canada’s formula for advertising 
expenses and started checking up, only 
to find that ADVERTISING AGE had pre- 
sented the essential details in its June | 
issue and had followed up with addi- 
tional information July 6. The week 
before, an item that looked hot enough 
for a news flash on first glance was 
proved to have been printed here four 
weeks previously. 

When these things happen, as they 
do constantly, they cause some waste 
motion and red faces. But the editorial 
staff doesn’t mind too much, because 
every instance of this kind proves two 
things: first, that ADVERTISING AGE gets 
the news and prints the news so quickly 
that it sometimes seems new again when 
it gets into general circulation; and sec- 
ond, that the editorial staff is “on the 
beam” in its evaluation of important 
merchandising and advertising devel- 


opments. 


So much news, from so many and 


diverse sources, flows across the editor- 
ial desk and into the columns of ADVER- 
TISING AGE every week that such confu- 
sions are inevitable; even the most or- 
derly of minds cannot recall without 
assistance the 50 to 60 main stories, and 
the 150 or more smaller items, that com- 
prise each issue. 

That is why, although the “raw mate- 
rial” that makes ADVERTISING AGE each 
week comes from the largest and most 
far-flung organization ever developed 
to report the news of advertising, sell- 
ing and merchandising, the editorial 
organization of ADVERTISING AGE is 
such that all of the material funnels 
through one central desk before it gets 
into the paper. 

That is why, too, ADVERTISING AGE 
editors so often are caught in the act 
of chasing themselves around trees, 
checking up on stories that originated 
in their own pages and have been for- 
gotten, so that they seem to bloom 
afresh when they appear elsewhere. 

But that is also why their embarrass- 
ment is minor, and their pride is forti- 
fied, when their “hot news story” re- 


turns to roost with the notation: “We 


printed that three weeks ago!” 
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‘Bane in the 
Armed Forces 


A. P. Mills, who has been a 
member of the editorial staff of 
ADVERTISING AGE for the past four 
years, first as associate editor in 
New York, and for the past 18 
months as Washington editor, has 
taken a leave of absence to accept 
a commission as ensign in the Navy. 
He has been assigned to duty in the 
cable censor’s office in New York. 

Phil W. Murphy, for the past six 
years a member of the advertising 
staff of ADVERTISING AGE, with head- 
quarters in New York, has _ been 
inducted into the Army. 

Allen M. Whitlock, account 
executive for Marschalk & Pratt, 
New York, has been called to active 
duty as public relations officer at 
the air training center, Santa Ana, 
Cal. 

Paul Gaynor, of Marschalk & 
Pratt’s art department, has reported 
to Craig Field, Ala., for pilot train- 
ing with the Army. Edward J. 
Whitehead, formerly with the 
agency’s radio department, has been 
appointed to infantry officers’ train- 
ing school at Fort Benning, Ga. 

Thomas Edward Hicks and Wil- 
liam Alexander, president and mer- 
chandising manager, respectively, of 
Personal Products Corporation, 
Milltown, N. J., have been granted 
leaves of absence to join the avia- 
tion division of the Marine Corps. 

Gail Raphael, on the copy staff of 
Lord & Thomas, New York, has 
received a commission in the Navy. 

Warren Wade has been granted a 
leave of absence from his duties as 
executive program director of NBC 
television to receive a_ captain’s 
commission in the Army signal 
corps. He reports to the training 
film production laboratories, As- 
toria, L. I. 

F. D. Crowther, lighting division 
sales manager of General Electric 
Company, Schenectady, N. Y., has 
joined the Army as a captain in 
the signal corps. 

Robert B. Creswell, former ac- 
count executive with W. D. Lyon 
Company, Cedar Rapids, Ia., agency, 
is now attending the Naval officers’ 
training school at Notre Dame 
University. Roger C. Hawley, for- 
merly production manager of the 
agency, has been commissioned a 
second lieutenant in the Army, and 
is now stationed at Camp Perry, O. 

Harrie Pearson, formerly city 
sales manager of Transportation 
Advertisers, New Orleans, has been 
commissioned a captain in the 
Army, according to an announce- 
ment by Lt. Col. Eugene H. Sleeper, 
public relations officer at the New 
Orleans port of embarkation. 

Paul Huey, Western advertising 
manager of Progressive Farmer, 


War Material Today — 


Artkraft Signs Tomorrow. 


Birmingham, Ala., has been granted | 
leave of absence to accept a com-| 
mission as first lieutenant in the air) 


service command, VU. S. A. He iS quem 


Writes Gordon Tuthill, ad mgr. of Crucible Steel Co., New York: 
“I’m happy to advise you of the birth of my second son, Steven Bruce, 
July 11 in New York. Mother and son are doing fine.” . . Another 
proud father is James M. Patt, sales prom. dir. of Station WKRC, 
Cincinnati, who is the papa of a daughter named Susan, the Patt’s 


stationed at Miami Beach, Fla. 


|Osear M. Dugger, Jr., of the farm | 


paper’s sales staff, has been named | 
acting Western manager. 

Bruce Dennis, special events and 
publicity director of WGN, Mutual’s 
Chicago outlet, has joined the Navy 
as a lieutenant, j.g., and will spend | 
a two-month indoctrination period | 
at Dartmouth College, Hanover, | 
N. H. 

Jane Arbogust, formerly with 
Needham, Louis & Brorby, Chicago, | 
has left for Ft. Des Moines, Ia., | 
where she will start her training | 
with the Women’s Army Auxiliary | 
Corps. 

Richard E. Morris, formerly in 
the national advertising department 
of the Cincinnati Enquirer, has been 
promoted to sergeant at the air 
forces replacement center, Miami 
Beach, Fla. 


Oil Campaign 
Stresses All-Out 
Farm Production 


Dallas, Tex., July 22.—In_ half- 
page insertions in farm papers, 
Magnolia Petroleum Company, a 
Socony-Vacuum subsidiary, is con- 
ducting a double-barreled drive: 
first, to sell farmers on all-out agri- 
cultural production, and second, to 
sell Magnolia products. 

Typical copy shows a soldier in 
the new-type helmet with his hands 
extended. The advertisement is 
headlined: “We Need Your Help.” 
A second line reads, ‘‘Food is as im- 
portant to victory as airplanes or 
tanks!”’ 

The text reinforces the twin 
themes: “Until Victory is ours, a 
tremendous responsibility rests upon 
the shoulders of every American 
farmer. . . Remember that Bataan 
and Corregidor fell because lack of 
food sapped the strength of our boys 
until starvation forced them to sur- 
render. Remember that a bullet is 
no good if he has not the strength 
to pull the trigger. . . Now, when so 
much depends upon farm produc- 
tion, it is more important than ever 
to keep your farm machinery in top 
operating condition. Thousands of 
farmers in the Southwest attest to 
the quality of Mobilgas, Mobiloil, 
Mobilgreases and other Magnolia 
products.” 

The agency is Ratcliffe Advertis- 
ing Agency, Dallas. 


Mennen Buys Newscast 


Mennen Company, Newark, 
through Russel M. Seeds Advertis- 
ing Agency, Chicago, has purchased 
the Bob Garred News Reporter 
program. The new series will be 
broadcast Tuesdays, Thursdays and 
Saturdays from 7:30 to 7:45 a. m., 
PWT, starting Aug. 13. The pro- 
gram will originate in the studios 
of KNX, Los Angeles, and will be 
aired over the Columbia Pacific 
network — KARM, Fresno; KOIN, 
Portland: KROY, Sacramento; 
KQW, San Francisco, and KIRO, 
Seattle. 


DETROIT AREA 


ll. V—— 
 MISSWITH + +34«oO+«Cf 


_ 5,000 Watts Dey ond Night 


Baty iat 
ne 


first child. . . 


| - Getting Personal 


The formation of a new copy team is a possible outcome of the 
marriage of Eleanor Brittania Beers, copywriter with Sears, Roebuck 


& Co., Chicago, 
and C. Eugene 
Waddell, copy 
executive with 
Federal Adver- 
tising Agency, 
New York. 
They were 
married at 
Chicago's St. 
Chrysose- 
tom’s church 
July 18, and 
will be at home 
in New York 
at The Brom- 
ley, 139 E. 35th 
St., after a brief 
honeymoon. 
Jon Gnagie, 
art director of 
McKee & Al- 
bright agency, 
is busy doing 
his bit for the 
Philadel- 
phia Council of 
Defense, draw- 
ing charts and 
diagrams _ viv- 
idly portraying 
the council’s 
operations. 
“Eshleman’s 
Villanova Home 
Recalls Texas 


Ranch Hospitality” was t 


HAPPY OVER THEIR NEW NAVY SHOW 


C. C. Culp, advertising manager, Hall Brothers; H. F. 
Christiansen, Henri, Hurst & McDonald, and Lt. Holman 
Faust, public relations officer in charge of radio for the 
ninth Naval district, look over a Blue Network coverage 
map to see exactly where the "Meet Your Navy" show will 
be heard, now that Hallmark greeting cards will sponsor 


it weekly. 


he caption for an illustrated feature story 


which appeared in a recent issue of the Philadelphia Evening Bul- 
letin. The home was that of Benjamin Eshleman, pres. of the Phila- 
delphia agency of the same name, whose wife grew up on a ranch 


in Texas. . 


Henry Hayward, of F&S&R’s New York office, has a housewarming 
party coming up. He’s just bought a 10-room Colonial home in Great 


Neck, I. i... 


Schenley’s chairman, Lewis S. Rosenstiel, is about to become a 


father-in-law. 


His daughter, Louise, is engaged to Marvin Mitchell 


Gray, who recently put aside his interest in the theater in favor of 


the Army signal corps. . 


Instead of his usual vacation to distant points in the world, Arthur 
Hirose, McCall’s promotion chief, is taking a busman’s holiday by 
delving into the mysteries of Washington and trying to pick up 


marketing straws 


the wind... And, speaking of research, 


Al Lehman, director of the CAB and Advertising Research Foundation, 
has just completed a survey which revealed he has played golf ten 
times during the past eight years. Each occasion was an ANA 


meeting. . . 


According to Chet LaRoche, Y&R is one up in the great Admen- 
in-the-Armed Forces sweepstakes, leading McCann-Erickson, 65 to 


64... 


Carl E. Meyer, who was on the ad staff of the Albany Knickerbocker 
News in civilian life, has risen rapidly. He left Albany as a buck 


private, when 


BASS FALL FOR ADMEN'S LINE coe eee 


was federalized. 
Now he’s a first 
looey — address, 
“Somewhere in 
the Pacific War 
Zone.” . . 

Good - News- 
for - Hopefuls- 
Department: 
Greer Garson, 
who turned in 
such a magnifi- 
cent perform- 
ance in “Mrs. 
Miniver,” was 
once a market 
research expert 
in a London 
advertising 
agency... 

Sid Kirkpat- 


Russ Van Gunten of Lord & Thomas, Chicago, and John Pol- rick, editor of 
lock of the Western advertising staff of True Story got their Chem & Met, 
limit of bass in the north woods, as this photograph proves. has been ap- 


- pointed a mem- 


ber of a committee of distinguished chemists and chemical engineers, 
who will advise the War Production Board on technical processes. . . 

Real Estate Trust Company, Philadelphia, has a new director— 
Fred A. Healy, v.p. and adv. dir. of Curtis Publishing Co... 

Add things you never knew about the advertising business: Stuart 
Cramer, professional magician on the advertising staff of the Arco Co., 
Cleveland paint manufacturer, has been released from his regular 
duties to spend an increasing amount of time in entertainment of 
soldiers and sailors in the Midwest. . . Hamilton Cochran, head of the 
creative department, direct mail div. of Reuben H. Donnelley Corp., 
New York, is the author of a new historical novel published by Bobbs- 
Merrill. The tale, “Windward Passage,” is concerned with the career 
of the notorious freebooter, Henry Morgan. The description of the 
buccaneer came to the adman easily, his two previous books having 
been a travel book on the West Indies and a juvenile adventure 
story with the Virgin Islands as a background... 


-_ ——— 


Requisitioning of 
Old Engravings Is 
Expected by Fall 


| Chicago, July 22.—According to 
the best available estimates, some 

14,000 of the country’s 43,000 print. 
\ing establishments will be forceg 
out of business by the exigencies of 
|the war economy within a year 
S. W. Palmer, assistant chief of the 
|printing and publishing branch, of 
|the War Production Board, t a 
meeting of book, school supplies. 
|business paper and directory ) jb. 
lishers here today. 

While this figure indicates a ‘er. 
| rific toll among the nation’s pr int- 
ers, it does not necessarily mean 
|that printing volume will decrvase 
in proportion, he intimated, sinc: jp 
1939, 15,000 printing plants did |ess 
than $5,000 worth of business, ing 
28,000 did less than $50,000. The 
printing and publishing industr, at 
present, he said, is the second | irg- 
est in the country, emplo-ing 
700,000 persons, and ranks fift). jp 
dollar volume. 

Although the makers of prir ing 
machinery and other materials | ave 
successfully converted to war } ro- 
duction, such conversion does not 
seem possible for most printing 
plants, Mr. Palmer said, repor'ing 
that only about 200 have developed 
war business. 

There is an order now in the 
making, he advised, which wil] 
probably result in the recovery of 
some 200,000 tons of printing plates 
by Oct. 1. Under the terms of this 
order, all plates in printing plants 
'and publication offices which have 
/not been used for printing purposes 
| within one year would have to be 
| surrendered as scrap; if they were 
not, no new plates would be allowed 
to the holder. 

Plastic and rubber plates—puar- 
ticularly the former—will be used 
as substitutes in increasing num- 
bers, Mr. Palmer said, reporting 
that the Government Printing Office 
is now using between 800 and 900 
plastic plates a day. 


Betsinger to WLS 


Ray Betsinger, late of the War 
Production Board, Washington, D. C., 
has joined the sales staff of WLS, 
Chicago. Mr. Betsinger formerly 
was vice-president in charge of 
sales, advertising and merchandis- 
ing for Athey Truss Wheel Com- 
pany, Chicago. 


Kelly to Korn 

Mary Kelly, formerly advertising 
manager of Barbizon Company, has 
resigned from the New York Dress 
Institute to become sales promotion 
manager of Fray Pruf slips for 
David Korn & Co., New York. 
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ADVERTISING AGE 


Goebel Brings 
Out New Quart 
Beer Container 


CASE SERIES 


coat of arms and looked formal, but 
as time went on they became more 


homely and in the present form are | 


a first-class example of intelligent 
government advertising. 


During the run of the series a 


vt 


HIGH READERSHIP 


HIS WEER’S 


FOOD FACTS Conventions 


Coming 


; Detroit, July 21.—Following other number of advertisements were de- | When you come home tired [ Wor work 
. brewers Who have switched promo- voted to answering remarks which ee ae ae d | Sept. 15-16. National Publishers 
: tion ‘o back the new large bottles the public might make or sugges- | \0.°4, soups. ‘Thick soup is = Association, annual meeting, Sky- 
1 jictatcd by the crown situation, tions which one enterprising wo- nourishing, ameal | Home-work top Lodge, Skytop, Pa. 
f Goebe! Brewing Company will man might make to another. They | | in itself. Soup is Sept. 21-22. Insurance Advertis- 
2 shortly launch a newspaper, out- were entitled “Take my case,” and Bc pe.rtie gener ein ing Conference, annual meeting. 
. door ond point-of-sale campaign to featured in turn typical housewives, ty handy on the stove, soup is as cay to | Hotel Roosevelt, New York. 
: enue Te sow “Wie Seer, 2 cela wae, Se eee te [ra washes ‘wake ‘ore of iene |, S@Pt. 28-29. Southern Newspaper 
. quart-size container. Along with ee et ee eres they f D sicties Publishers Association, annual 
S, the cuart, a carton capable of ‘Take ease’ attempted to explain apparent in- ee te —areeamten — ; | Meeting, The Arlington Hot 
™ carry ng six of the large bottles will ager ip y pages questions in \ the even 3 en peas Gap alli haall the bene Springs, Ark ‘ 
be introduced. : 3 . the mind of the public. _or img: Wun saekbieisebien usaetanee + 19014. rics 5. 
- Ed n J. Anderson, president of | ‘ = Mars. DOUBTFUL An advertisement figure was cre- CREAM OF PARSNIP SOUP fall « A. sigh, bee .. PRs. coco ie ee ee 
- Goeb said that the container Leng yt ey te emmy ated: Dr. Carrot, who Bave INfOr~ |p... preparaion ar ites, water Coksowy ferthews Bel | tion, Netherland-Plaza Hotel, Cin- 
in would enable the brewery to keep} co Then suddenly they cut us 10 half, and one mation about the nutritive value of | qe { Tks panmps cmietateie tami | cme. 
“4 pace with its demand, which he said) orne'mu mere anise inate abattd the wo tnoe And | eee, ee Plentiful carrots and gave | pri dwt ee tee wewieie tent te | October 15. Audit Bureau of 
in was exceeding the brewery’s bot-_ how dot get » Ik for Dad's duodenal 7®9 hints about the way to serve them * ae pune be boost | Circulations, annual meeting, Pal- 
‘SS tling ability when WPB issued its) You've pot the farts wrong, Mex. Dealilel, There jet nar ao, |i ever-changing dishes. on nh ne the and + nay be ae mer House, Chica 50 iis 
nd crown reduction order. He reported sims” te Ga wee gun see. Tio come eat Ob ectemain The efficiency of this form of na-| ma. a Pose gecaadnginyee ii wines ~ 
he that the brewery enjoyed a sales | rity mit wn the chitore ond exprctent eatbrrs, cud preps vith ene (tional food billboard was stressed | fut‘snd wilt ond simmer for Sock for this preserves the: 
at increase Of 40,000,000 bottles in 1941 | mew totems ty uccueferchohere sori tame tenes | DY Howard Marshall, head of the | Seivessun'chonped paniey. Nant to make 4 sou Directs Salvage Drive 
“g- over 1940, and asserted that this | bi"t cs tit: tnt rout emer hat we te avay mit romibe pions | public relations division of the ther § pono mes cst es _ Cockfield, Brown & Co., Toronto, 
ng increase Was continuing at a faster ie thine Gerov's town 0 tip morement of population since the war | Ministry of Food, at a recent press Loe py <fity Boner sae dan tha pon wep ‘2, |IS handling a salvage campaign 
in clip in 1942. Geob an fae ds dont teh edtoumntinonnt. |conference. “There was one recent | soca = tecchell” mi, 2 ‘5 &\ bicep by Pulp and Paper Indus- 
“Now, with the new quart pack-| 2% Scr Mesriciz pier ma estewn | item,” he said, “which we estimated | besisvi sitet YY A Hy Bg Ry 
ing age, we will be in a position to meet wee about Mr. Doubtful, The doctor can't give a certiicate for more mi |SAVed the printing of 12,000,000 | het ot te pn . { : ken he pan tbe a pgs i Ringe Ieper 
Ive the demand,” he said, adding that! Siwwemm ss Sie ne een leaflets. The information we put | breaktstcorors wen \ Pp tS {| | scrap cate. neal = p one ag 
ro- Goebel! was “fortunate in having Aut inontn en inhettoomnbemmvsin iinto advertisements made it un- thved the veg ‘ “had rand sa me | wor -kers i pulp and paper alles 
reo acquired possession of quart bottle We hope we've made necessary to print them and ob- | tenet, season icra tard li / \ ‘across the Dominion. 
i sade Stink qn in sentinbee dd tiously > resulti aving of time, | festeur ot water ands of See | 
i Oe ae ee ee tee on it clear, Mrs. Doubtful ! 1 paper and Tabor wa enormous.” | , eS eee : 
ped rationing.” ; Se a en ee, CP. = a pens 
The advertising, which was pre- Ee British housewives, as erated ' TOGO FACTS Nw. a WT OF 1008, WeNOON, wi | KXEL, new 50,000-watt station in 
the pared by Brooke, Smith, French & in this Ministry of Food ad, helped ex- 'No Government Waterloo, la., formally opened July 
vill Dorrance, Goebel’s agency, will be plain to the public the causes and effects ’ This is one of the recent "Food Facts" = , ag arming = being operated 
of released to newspapers _ shortly. of priorities, shortages, etc. Newspaper, CDNA advertisements published regularly by « Magped ny, -2ag Ny mec soe pm mene 
tes Copy will stress the “five brimming - the British Ministry of Food. A sur- dent , and general ‘manager. P The 
- glasses’ in each Big Dipper. Ministry of Food Told in Ottawa oe po agg so seat ok se etawee which broadcasts on 1,540 
rave Ottawa, Can., July 23. Rumors advertising read the “Food Facts." poet Stes Pipagt na ge By ond 
OSES WPB Adds H. Marcy Copy Reaches New reer ae Pane eee eotnant State Teachers College, Cedar Falls. 
, a arcy li as , idertake publis ga ewspaper 
OS ee ot ee eee nar Peak of Interest under auspices of the consumer in- Bogert Named Member 
ywed Company, Boston, left July 1 to | formation service of the Department of CAB’s Board 
work for WPB. . London, Eng., July 7.—When,| of Public Information were scotched Sohn 1. Bogert. vice-president in a ee wa ee oe ale a 
par- a ang. 4, aoe, the Ministry = here last _ week by National War charge of pel ae . apodiet A ailabi aac . 
used "ood © published Its first “Food Service Minister Thorson. development of Standard Brands, V tles on 
pomgl Facts advertisement in London Talking to a meeting of news- has been ap- ; 
rting dailies, it was building better than papermen- representing Canadian | pointed a mem- 
Iffice f= it knew. The 100th “Food Facts” | daily and weekly papers, Mr. Thor- ber of the gov- 
1 900 — advertisement appeared on June 2/son declared that “no such project erning committee 
of this year, and the series, accord- is under consideration.” He further of the Coopera- 
Fas ing to a recent study, has developed | stated the government is not in the tive Analysis of 
SERVICE a following which it is probable has | newspaper business and does not B ; oO a “ae : t- 
Ris never before been achieved by any | intend to enter the newspaper field seuuieaal te 
War English advertising. The newspaper delegation, com- the Aouneiubied oil 
D.C According to this study, reader- posed of representatives of the National Adver- 
WLS ship of government advertising now |Canadian Daily Newspapers As- tisers to fill the 
a runs to about 67 per cent of the sociation, the Canadian Weekly vacancy of A. 
andis- total number of readers, and of this Newspapers Association, and the Wells Wilbor of 
Com- group more than 92 per cent read Canadian National Newspapers and General Mills, 
“Food Facts,” with almost 30 per Periodicals Association, called on J. L. Bogert who has been 
cent asserting that this copy is cut the minister to inquire about pub- 21+ jn the U. S — a lieuten- 
out and kept for reference. lished reports—not in the Canadian Other aiaiiianien ail CAB's govern- 
rtising Each piece of “Food Facts copy | press that such a_ project Was jing board are D. P. Smelser, Proc- 
y, has is designed to perform a_ specific under consideration. ter & Gamble Company, and R. B 
Dress job, such as giving clear directions —— - Brown, Bristol-Myers, representing 
otion with regard to new regulations, sug- : 4 the ANA; George H. Gallup, Young 
. for 5000 WATTS gesting dishes which can be made Raise Timken Admen & Rubicam; L. D. H. Weld, McCann- a ok ll * _ a 
» sales oO ‘pi ‘nt, Nas re rt ‘-eprese 5 " ‘i 
eee AT = my Pa. GEES, OF — been naned assistant advertising hasotionn Tcchaiies ak’ naeetie: ST. LOUIS’ great “multi- 
plying useful hints on nutrition. manager in charge of the railroad, jng agencies, and A. W. Lehman, “sponsored variety pro-- 
570 KC Evolved by Experience farm implement, automotive and manager. : 
. The desig md eebs { “Food rock bit divisions of Timken a oe gram with fifty-six weeks — 
vo e design and set-up of “Fooc ~aring C anv. Si aneously . . 
The Perfect Combination pacts as varied with experience, Rane cea at Se Human, Mills Quits Arden of continuous top audi- 
The first advertisement showed the | for several years a member of the Ruth Lupton Mills has left Eliza- ence popularity. 
advertising staff, has been named beth Arden, New York, where she _ re 
manager of the news bureau, in had served as sales manager during ae 


the past year. 


addition to handling advertising for 
ithe steel and tube division. Pete 
C. Poss, assistant advertising man- 
ager, will take over publishing of 
technical information for the engi- 
neering fraternity. 


Sullivan Adds to Staff 


Advertising Typography 


is far more than just typesetting... 


WHICH NETWORK ? 


It is an art that has been developed Daniel F. Sullivan Company, Bos- 
by advertising designers anc typoy- sens th 1 soll, man Fr, Provendic, 
raphers in the last twenty-five years formerly with Erwin, Wasey & Co., ‘ 
PRINTING ~ tor a -_ a _—— : cinco 8 hae Fe gers megeone ...is the first (and only) to offer complete 
in t ha n dev esearc : allay new ws 
nese ine stoner neon promot on mana ger for Bost " freedom in selecting supplementaries, so you 
and color, a pattern if you please that director of copy and plans. Jack K. 


iets tena Seem th Sen ceenh alibitinn can pick precisely the hookup you want. 


in creating attention by having fine 


Lynah, formerly with Powers Litho- 
graph Company, New York 
been named art director, succeeding 


has 


appearance and inviting reading Malcolm L. Harvey, now a captain 
b ti th : in the Army air forces. William H. 
y presenting e message in an Sullivan has been named _ produc- 
L orderly fashion that is easy to read. tion manager, and Janet Stark . 
appointed office manager The 
MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA agency has moved to new quarters 


in the Statler building 


FAITHORN CORPORATION 


DAY AND Ad-Setting + Engraving + Printing Williams to Overholt ~ # 
500 SHERMAN STREET - CHICAGO Frank Williams, for 14 years on 
the advertising staff of the Pitts- 
SERVICE TELEPHONE WABASH 7820 burgh Press, has resigned to become Take a peek at page 29) 
Pennsylvania sales manager for A. 
Overholt & Co. His headquarters 


will be in Pittsburgh. 
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ADVERTISING AGE 


July 27, 1942 


Ellis Surveys 
Super Shoppers, 


Urges Ad Reform 


‘Forgotten Man 
Still a Factor 
in Brand Buying | 


By HAL BURNETT | 


New York, July 23.—‘“The For- 
gotten Man” is still an important 
factor in grocery brand preference 
—at least in supermarkets. 

Operators of supermarkets are ag-| 
gravating their weekend traffic jams | 
by concentrating their retail adver-| 
tising effort on Fridays and Satur- 
days all out of proportion to the 
percentage of store traffic on these 
days. 

All but two network radio adver- 
tisers are overlooking “an admirable 
time” to get on the shopping lists 
of 26 per cent of the supermarket 
shoppers by avoiding Saturday 
morning programs. 

These are three of the highlights) 
of a 44-page study of supermarket 
traffic just published by Sherman K. | 
Ellis & Co. on the basis of a count 
of 128,000 shoppers in 14 large, in-| 
dependent, supermarkets in 14 im-| 
portant cities from coast to coast. 

Large Portion of Men 

Of the shoppers, 61.3 per cent 
were women, and 38.7 per cent were 
men. Women shopping alone made 
up 51.6 per cent of the total, men 
alone 29.1 per cent, and men and 
women shopping together totaled 
19.3 per cent. 
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Expressing the opinion that some 
advertisers would be astonished to 
find the number of male shoppers 
so high, the report said: 

“We do not know to what extent 
the 50,000 men shoppers in these 
14 stores had free and independent 
choice of brands. We don’t know 
whether their shopping lists just 
named commodities or also named 
brands. We know only that almost 
two-fifths of the shoppers in these 
self-service, customer-choice stores 
were men, and because of that we 
feel that men are, or can become, 
factors in brand choice.” 


Justifies Magazines 


According to the agency, this fact 
seems to justify the placement of a 
large volume of grocery product ad- 
vertising in magazines which appeal 
to both men and women, and in eve- 
ning radio programs. 


One of the most interesting con-| 


clusions of the report is that on the 
close correlation between distribu- 
tion of cash-and-carry 
and distribution of pay 
throughout the week. 

Total traffic for the 14 stores was 
divided throughout the week as fol- 
lows: 


Monday . 11.2% 
Tuesday . + 1ea% 
Wednesday Creer eae er 11.6% 
a ee 13.1% 
(Mon. through Thurs. Com- 
rere rere .. 48.1% 
ee ee ... -20.0% 
od: STE eee eee 31.9% 
(Friday and Saturday)......51.9% 
Although Friday and Saturday 


shopping totaled 51.9 per cent of the 
week’s total in all 14 stores sur- 
veyed, three cities in which week- 
end disbursements were heaviest 
had the greatest concentration of 
weekend shopping. They were At- 


lanta, in which 66 per cent of the! 


shoppers were lumped on Friday 
and Saturday; Cincinnati, with 65.3 
per cent; and Cleveland, with 65.1 
per cent. 


Pay Days Important 


A spread of pay days throughout 
the week resulted in the lowest Fri- 
day-Saturday traffic for Chicago 
(42 per cent), Pomona, suburb of 
Los Angeles, (41 per cent), and Ala- 
meda, in the San 
(40.3 per cent). 

The report suggests that super- 
market operators would do well to 
cooperate in their own communities 
to urge on industry a better distri- 
bution of pay days throughout the 
week. It also suggests helping se- 
cure a better distribution of traffic 
by advertising specials on fresh 
fruits, vegetables, and other perish- 
ables earlier in the week. 


Francisco area, 


The Forgotten Day 


Admitting that national advertis- 
ers will prefer to apply their peak 
advertising efforts on the peak 
shopping days, the report spotlights 
“a new opportunity for the morning 
network radio advertiser” by point- 
ing out that 26.2 per cent of the 
whole week's traffic entered the 14 
stores between noon and closing 
time on Saturday. 


WHICH NETWORK ? 


... is the first (and only ) to grant discounts up 


to 50°, 60%, 75 ... sealed according to size 


and number of markets covered (the more 


stations you use. tl 


1e less each one costs). 


purchases | 
days | 


TWO ADVERTISERS 


Have You Seen Our 
New Models, Mr. Hitler? 


GET SIMILAR IDEAS 


ee ee 


NATIONAL 


TWIST DRILL AND TOOL COMPANY 


A minor rash of “new model” advertising can be expected in the automotive 


and Tool Company are a criterion. 


| field, if these business paper advertisements for Nash and National Twist Drill 
H. G. Little, director of advertising for 


Nash, and Arthur Clifford of Holden, Stedman & Moore, Detroit, ihe National 
agency, sent in the advertisements simultaneously. 


Decrying conventional radio prac- 
tice, which omits Saturday, the re- 
port says, “It would seem that the 
advertiser using morning network 


| . » . 
|radio would find Saturday morning 


an admirable time to get on the 
shopping list of 26 per cent of the 
week’s supermarket traffic.” 

March C. E. Hooper averages of 


15.9 per cent for mornings, Monday | 


through Friday, and 16.3 per cent 
for Saturday mornings are quoted 
to back up the suggestion that some 
advertisers broadcast six days a 
week, that three-a-week advertis- 
ers shift to Tuesday-Thursday-Sat- 
urday schedules, and that some ad- 
vertisers might well broadcast from 
Tuesdays through Saturdays. 


Evening Hours Busiest 


A surprising factor in the pattern 
of supermarket shopping is the fact 
that in most of the cities surveyed, 
excepting Chicago, the evening 
hours were “the golden hours” of 
buying. In St. Louis, for example, 
31.6 per cent of the shopping hours 
were after 6 p. m., but 48.1 per cent 
of the traffic was lumped in these 
hours. In Washington 37.8 per cent 
of the store traffic was lumped in 
the 26 per cent of the shopping 
hours falling after 6 p. m. In Phila- 
delphia 28 per cent of the traffic fell 
in the 15.6 per cent of the store 
hours after 6. 

The average shopper traffic per 
hour in the 14 stores combined was 
73 from opening to noon; 148 from 
noon to 1 p. m.; and 200 from 6 p. m. 
to closing. 

The extent to which Friday-Sat- 
urday shopping habits create store 
inefficiencies was revealed in a 
break-down of the number of shop- 
pers per store hour throughout the 
week. The six-day average was 134 
shoppers per store hour... by days, 
Monday, 94; Tuesday, 102: Wednes- 
day, 103; Thursday, 107; Friday, 152: 
and Saturday 227. 


How Advertising Is Placed 


In Chicago, it was pointed out, 
retail grocery advertisers were tend- 
ing to heighten the Friday-Saturday 
buying in their advertising sched- 
ules, despite the even distribution 
of pay days through the week. 

Here 56 per cent of Chicago wage 
earners reported by the Illinois De- 
partment of Labor were paid Mon- 
days through Thursdays, and 58 
per cent of the week's traffic in the 
stores checked was on these days, 
while 44 per cent of the wage earn- 
ers were paid on Friday and Satur- 
day, with 42 per cent of the store 
traffic on these days. 

Yet a summary of 28,126 lines of 
retail grocery advertising and 43,- 
149 lines of national grocery ad- 
vertising in Chicago papers revealed 
that the retailers put 19 per cent 
of their linage against 58 per cent of 
the week’s traffic, whereas the na- 
tional advertisers put 50 per cent of 
their linage against 58 per cent of 
the retailers’ traffic 

Sherman K. Ellis & Co. will mail 
copies of the report to grocery ad- 
vertisers, mewspapers, magazines 
and radio networks. Copies will be 
sold to others for $2 each 


Health Program 
Given Big Push 
by Westinghouse 


Pittsburgh, July 23.—Because of 
the growth and acceptance of the 
Westinghouse Health for Victory 
Club—a nutrition program to speed 
war production through improved 
health of workers —the company’s 
Merchandising Division at Mans- 
field, O., is using it as a basis for 
its advertising theme during the 
last half of the year. A_ strong 
schedule has been projected in con- 
sumer magazines to inform the pub- 
lic of the contribution to the war 
effort which this activity is making. 

These new advertisements take 
the form of reports to the nation 
on the progress of the expansion of 
this nutrition activity for the house- 
wives of war workers. The first 
one of the series released was a 
spread with a news treatment in 
pictures of the nation’s first Health 
for Victory Club at the Mansfield 
plant, appearing in the July 11 is- 
sues of The Saturday Evening Post 
and Collier's, and the July 20 issue 
of Life. 

Following the same pattern of 
news treatment with pictures, the 
second ad in the series carries the 
headline “Health for Victory Cru- 
sade Spreading Fast,” and a picture 
“coverage” of a typical war plant 
Health for Victory Club meeting. 
In this case it’s the Hercules Pow- 
der Company at Port Ewen, N. Y. 
This advertisement will appear in 
the August issue of McCall’s, Aug. 
22 issue of Collier's, and in the Sep- 
tember American Home. Additional 
advertisements with a news flavor 
will be developed and scheduled as 
the program continues. 


Offers Booklet 

Offered in this series is a 16-page 
booklet titled “The ABC's of Eating 
for Health,” which covers in con- 
densed form the important elements 
of the Health for Victory Club pro- 
gram, and shows how to plan 
healthful meals, how to. protect 
vitamins in foods when cooking, and 
additional facts on planning 
anced meals. 

This Westinghouse 


theme for this advertising, was orig- 


inated by Mrs. Julia Kiene, manager | 


of home economics for the company. 
It was started as a local nutrition 
program for the women who cook 
for “the men behind the men behind 
the guns” who work in the West- 
inghouse plant in Mansfield. The 
purpose of this club is to reduce ab- 
senteeism among workers due to 
sickness caused by dietary defi- 
ciencies, and to raise the general 
health level of the employes. This 
is accomplished through monthly 


meetings, and meal planning guides | 


for the members with menus for 
every meal of the month including 
lunch box suggestions. 

So complete was the acceptance 


bal- | 


Health for | 
Victory Club, which is the central | 


ee 


of the program that it quickly ex_ 


panded to other Westingh ise 
plants. With the endorsement ang 
encouragement of government ny. 
\trition leaders, the Merchand ng 
Division “packaged” the progr; 


and made it available to al] 
plants through the utility co 
nies. Today it is one of the major 
activities of the company’s er 
chandising personnel. 


Ad Distributors 
Add St. Louis 
Sales Organization 


Cleveland, July 21.—Direct of 
the Advertising Distributors of 
America elected the following off- 
lcers at their annual meeting here 
last weekend; chairman of the 
board, Ralph L. Goodman, Chi 
president, Roy Ziegenfuss, St. Louis: 
| vice-presidents, Patrick V. Roach, 
Toronto, Ont., Arthur J. Adler, 
Philadelphia, and Merle Spandau, 
‘Pittsburgh; secretary - treasurer, 
|George P. Johansen, New York 
| Reporting that the volume of 
sales work and _ installations has 
‘more than trebled since the first of 
the year in some areas, due to gaso- 
‘line and tire rationing, the A. D 
of A. announced the addition of a 
sales organization in St. Lou's to 
serve Western clients. 


Harry Mitchell to 

J-W-T in Chicago 

| Harry Mitchell, formerly ce- 
|president and director of J. Stirling 
Getchell, and manager of that m- 
pany’s Detroit office, has joined the 
Chicago office of J. Walter Thomp- 
son Company as account executive 


Until 1935 he was a partner in 
Frederick and Mitchell, Chicago 
agency. 


Long associated with automotive 
ladvertising, Mr. Mitchell directed 
the Plymouth and De Soto accounts 
in Detroit and the Nash account i 
Chicago. 


Vimms on Car Cards 
Lever Brothers has launched 

new car card promotion in 65 citic 
for its vitamin product, Vimms. Thi 
major portion of the car card con- 
tract is being handled by Nation 
Transitads. The New York portio! 
was placed with New York Subways 
Advertising Company. Batten, Bar- 
ton, Durstine & Osborn handles the 
account. 


Named Almanac Editor 

Earle H. Weaverling, Bell Tele- 
phone Company, Philadelphia, has 
been appointed editor of the ‘Poor 
Richard Almanac,” organ of the Poor 
Richard Club, to succeed William G 
|Draucker. Mr. Weaverling is the 
editor of “Telephone News,” Bell’ 
house organ. 


Krakora to ‘Air News’ 

George Krakora, formerly wit! 
Paul Block and Associates, and more 
recently secretary of Judson Specia 
Agency, Inc., has joined the adver- 
tising sales staff of Air News, pic- 
ture magazine of aviation. 


| 


For War Effort 
PROMOTIONS 


Newscolor gives you the MOST 
printing for your money—most 
in size, color and quantity Send 
for samples of salvage campaig® 
pieces. Prices on request 


SHOPPING NEWS 
Newscolor Division CLEVELAN? 
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FIC Complaint Is 
Issued Against 
Export Catalog 


Washington, D. C., July 21.— 
Cun Press, Inc., Chicago, along 
with one of its subsidiaries, two 
other corporations and an_indi- 
yidual, has been served with a Fed- 
eral Trade Commission complaint 


charging association in a coopera- 
tive arrangement to deceive Ameri- 
can manufacturers in connection 
with the sale of advertising matter 
known as “manufacturers’ § dis- 
plays.” for use in export catalogs. 


The others charged with unfair 
and deceptive acts and practices in 


violation of the FTC act are the 
Cuneo subsidiary, Neo Gravure 


Printing Company, New York; Eg-| 


gers & Heinlein, Inc., and Middleton 
& Co., both New York export com- 
mission merchants; and Marcus A.| 
Crews, trading as M. A. Crews 
Company and as Pioneer Exporters, 
Lawrenceburg, Tenn., associated | 
with the other firms in the sale of| 
displays. 

FTC explained that the “manu- 
facturer’s displays” referred to in| 
the complaint consists of printed 
copy describing and _ illustrating | 
merchandise of American manufac- 
turers. An export catalog includes 
the displays of a number of produc- 
ers, carries on the cover the name} 
of an exporter, and includes other 
material identifying it as the catalog 
of such exporter. 

FTC charges that in order to in-| 
duce American manufacturers to 
purchase displays, printed by Neo| 
Gravure, for inclusion in catalogs| 
bearing the names of the two ex-| 
port firms, all of those named in 
the complaint, through correspond- 
ence and solicitation by Mr. Crews 
and his salesmen, made false repre- 
sentations. 


Misrepresentation Asserted 


Cited as typical of the allegedly 
false claims advanced was the rep- 
resentation that a definite demand 
existed among foreign customers of 
the two export firms for merchan- 
dise advertised in the catalogs, and 
that advertisers could reasonably 
t the exporters would buy 
isiderable quantity of the ad- 
vertised products for foreign cus- 
tomers. 

FTC charges that neither of the 
exporting firms had any foreign 
ustomers to whom any amount of 
merchandise could be sold, and that 
the cooperative arrangement was 
established for the purpose of mak- 
ng a profit from the sale of displays 
ind not to promote foreign sales of 
idvertised merchandise. 

FTC's long list of allegedly false 
practices employed as part of the 


a= FACTS 


xpect tf 
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Send for our ser es of necial 
war-timely folders contain- 
ing suggestions for present- 


ing your facts visually.Write 
on your business letterhead. 


*VISUALFACTS 


2 West 46th Street, N.Y.C. 


LEARNS HISTORY 


Arthur B. Church, president of KMBC, 
Kansas City, gets a history of the Church 
family going back to 900 A. D. from his 


father, Charles F. Church, who com- 
piled the genealogy in his spare time 
during the past eight years. 


system includes the charge that only 
part of the money paid to 


was required for the purpose, the 
remainder being split up among the 
other parties. FTC claims that the 
exporters did not, as represented, 


pay any of the costs incidental to 
publication and delivery of the 
catalogs. 


According to the complaint, Mid-| 


dleton withdrew from the arrange- 
ment in early 1940, which has since 
been continued by the others. 


York Announces 


Executive Changes 


James C. Tweedell, export man- 
ager of York Ice Machinery Cor- 
poration, York, Pa., has been ap- 
pointed general sales manager for 
the duration, succeeding John R. 
Hertzler, who will undertake a spe- 
cial assignment in a civilian capacity 


with the Army-Navy munitions 
board in Washington. 

Marshall G. Munce, special 
assistant to the president of the 


York company, has been appointed 
to the industrial refrigeration com- 
mittee, division of industry advisory 
committee, War Production Board. 


Barnes to Publish 
‘Hundred Year Book’ 


The Hundred Year Association of 
New York is sponsoring “The Hun- 
dred Year Book” soon to be pub- 
lished by A. S. Barnes Company, 
New York, one of the 100 years or 
older firms whose history is given 
in the book. 

Philip Schuyler compiled the 
book, which is an illustrated collec- 
tion of histories of more than 100 
local and national advertisers and 
newspapers of New York in busi- 
ness for 100 years or longer. 


Doob Joins Bond Drive 
Oscar A. Doob has been granted 
a 60-day leave of absence from his 
duties advertising director of 
Loew’s, Inc., to serve as national 
public relations director for the mo- 
tion picture industry’s War Bond 
and Stamp drive during September. 
Ernest Emerling will serve as acting 
advertising director of Loew's 


as 


417 NORTH STATE - CHICAGO, ILL. 
TELEPHONE SUPERIOR 6716-7-8-9 
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|Gravure for printing the displays 


Reader's Digest 
Turns Spotlight 
on Radio Plugs 


(Continued from Page 1) 


B. O. Man,” the article singles out 
the radio announcements of Carter's 
Little Liver pills, Doan’s pills, 
Palmolive shave cream, Colgate’s 
toothpaste, Freezone, and Jest, 
commenting that “the way of plug- 


ging them is enough to give the 
listener a jumpy stomach.” 
Some Bouquets Given 
Not all radio commercials are 


unappetizing, according to the arti- 
cle, for the Plug Shrinkers have 
actually handed bouquets to “Infor- 


mation Please” (Lucky Strike, by 
the way), “Fibber McGee and 
Molly” for Johnson’s wax, Jack 


Benny for Jell-O, and the Pepsi- 
Cola jingles. 

The article also reports, 
Barber’s plugging on his baseball 
broadcasts is informal, good-hu- 
|mored, varied.”” And Author Littell 
actually wrote the comment before 
Barber began adding free, but un- 
invited plugs for Reader's Digest to 


“Red 


| his paid plugs for Old Gold. 


The article concludes with a cou- 
pon headed “Join the Plug Shrink- 
ers and Purify the Air Waves!” 


Spaces permit comments _ that 
individual commercials are “in bad 
taste . . . hokum . tiresome . 
repulsive .. . silly . syrupy 
or poor sales policy.” 

Readers are asked to mail the 
coupons to Plug Shrinkers, 522 


Fifth avenue, New York City. Mov- 
ing spirit of Plug Shrinkers, accord- 
ing to Mr. Littell, was R. Craig 
Lewis, who has abandoned his cru- 
sading for active in the 
Navy. 


service 


Mutual Revises 
Rate Structure 
to Aid Locals 


(Continued from Page 1) 


class “B” markets, and 75 per cent 
in the class “C”’ markets. 

The rate card incorporates 
the 2 per cent cash discount prin- 
ciple advocated by the Association 
of National Advertisers and the 
American Association of Advertis- 
ing Agencies. 

Actually the 58 cities in this 
classification get virtually no net- 
work commercial business at the 
present time, that their audi- 
ences and their revenues, according 
to Mutual, will be increased by the 
move. 
The net result of the policy will 

to offer an advertiser a_ half- 
hour, evening network program on 
all 204 Mutual stations for approxi- 
mately $6,000, and, if it is success- 


also 


“cc” 


sO 


be 


ful, to bring network commercial 
|programs to local stations in such 
towns as Opelika, Ala.; Pine Bluff, 
Ark.; Devils Lake, N D.: Big 


Spring, Tex., and Provo, Utah, for 
the first time. 

And, assuming an advertiser plans 
to buy 200 or more Mutual stations 
15 minutes a day five days a week 
for 52 weeks, each broadcast on 
Station KEUB, Price, Utah, will cost 
him exactly $1. 


Adam Gets Injunction 


Federal Judge F. Ryan Duffy 
issued an injunction July 16 re- 
straining Sam Sherper and_ the 


Adams Hat & Shirt Shop, Milwau- 
kee, from using the name “Adams” 
n connection with the sale of hats. 
The injunction was sought by Adam 
Hat Stores, New York, which oper- 
ates a store in Milwaukee. The 
plaintiff contended the similarity of 
names constituted misrepresentation 
and infringement of trademark. 
Mr. Sherper was also enjoined from 
labeling hats by names used in the 
Adam shops. 


Connor Named Mgr. 


Ned Connor, associated for many | 
years with KRKD, Los Angeles, has 


been named station manager. 
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Pp I t Li es 
If the war lasts long enough, and stations. If multiple copies are 
perhaps even if it is successfully sent, stations which do not broad- 


concluded at an early date, milk in 
brick form may be placed on the 
market. Milk bricks have been pro- 
duced in the laboratory by removing 
the water from milk and molding 
the resulting powder into a firm 
block under high pressure. Thirty- 
three pounds of powder can be com- 


pressed into a nine-inch cube, 
equivalent to 26 gallons of milk. 
Some day, the familiar phrase, 


“simply add water and serve,’ may 
be an advertising slogan for milk. 
ok * w 


Although consumer cooperation is 


deemed an essential factor in the 
successful execution of the price 
control program, OPA officials are 


doing all they can to spread their 
story far and wide because of an- 
other unknown and _ potentially 
dangerous factor. War or no war, 
some day a rugged challenger may 
arise to question the legality of the 
regulations. Juries and courts of 
law are unpredictable things. And, 
in OPA circles, a vivid memory 
lingers of certain obscure Brooklyn 
poultry dealers—men who won their 
place in history because they were 
instrumental in upsetting NRA. 


One problem officials of the Print- 
ing and Publishing Branch of the 
War Production Board hope they 
never have to tackle is the determi- 
nation of the relative essentiality of 
the end-product uses of papers 
other materials So long sup- 
plies remain sufficient for all needs 
the question can be averted, but of- 
ficials are cognizant of the diffi- 
culties they would have should they 
ever have to decide between media. 
Publishers of pulp magazines would 
scream if cut at the expense of other 
publications, would shopping 
papers if curtailed without regular 
newspapers getting the same treat- 
ment. 


or 


as 


as 


. «* 

Press agents serving manufactur- 
ing concerns which are producing 
implements of war are learning a 
new trick—how to get their stuff 
through the censor Such paren- 
thetical notes on handouts as “this 
material has been reviewed by the 
Office of Censorship and found un- 
objectionable” are becoming more 
common Publicists have discov- 
ered that releases can be written in 
most within the of 
the censorship code and without 
emasculating them of all informa- 
tion which might impel editors to 
publish the handouts. 


cases confines 


Federal agencies preparing scripts 
which local stations are urged 
broadcast have a tough time decid- 
ing whether to send a single copy 
to each outlet or to send enough for 
each actor called for by the script 
If only one is sent, a station must 
copy it before putting it on the air, 
and stenographic help cannot be 


to 


| spared for such work by some small 


cast the program are likely to write 
a nasty letter saying “haven’t you 


heard of the paper conservation 
program?” The best solution to this 
dilemma—sending one copy and 


promising others if needed—is im- 
practical in many cases because of 
the time element. 


The Advertising Council will soon 
complete a national advertising 
campaign on tire, gas, and auto ra- 
tioning and pooling of workers’ 
cars, which is expected to exceed 
the national salvage program in 
volume. A major private industry, 
now largely devoted to war work 
will foot the bill. 


Pea Campaign Starts 

Advertising of the 1942-43 pack 
of peas will get under way Sept. 4 
for the Minnesota Valley Canning 
Company’s Green’ Giant brand. 
Opening gun will be a color page 
in Life, unusual in that it employs 
a two-word headline and just seven 
words of copy. Leo Burnett Com- 
pany is the agency. 


Why Transportation 
Advertising Pays in 


ST. LOUIS 


The St. Louis Retail Market 


affords one of the biggest, richest, most 
productive sales areas in America to- 
day. Normal production in St. Louis 
is up nearly 100%. Over 60,000 new 
families have come to St. Louis to work 
on more than a billion dollars worth of 
new war contracts. To reach this fast- 
moving market with least cost to best 
advantage use Transportation advertis- 
ing! A record number of riders 

$2.568.123 per month—enables you to 
show one card to 1,000 riders per month 
for four months for less than 10 cents! 


NOW More Than Ever— 


Bus and streetear ecards will pay! 
Monthly riders number more than 38 
times the population of the city proper 
retail trade is up 259%. Its a BOOM 
MARKET. and Transportation adver- 
tising is the hey to sales. 
For Complete Data 
Selling Saint Louis consult: 


LOOMIS ADVERTISING CO. 


408 Olive St:, St. Louis, Missouri 
NEW YORK: Dan B. Jesse, Jr., 10 E. 43rd St. 


CHICAGO: Raymond J.Ryan, 203 N.Wabash 
OMAHA: 808 Omaha Nat'l Bank Bidg. 
PHILADELPHIA: 135 So. Second St. 
KANSAS CITY: 1307 Telephone Bidg. 


WHICH NETWORK? 


...is the first (and only) to offer coast-to- 


coast coverage at costs starting at: 


| Half-Hour Evening. . . ... 
5 Quarter-Hours Daytime . . . 


3 Quarter-Hours Evening . . . 


$3.745 
1.801 
6.626 
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How Mail Order 
Mef Its Problems 
Shown in Catalogs 


(Continued from Page 1) 


5 to 8 per cent. To cite items which 
shove the differential higher, he 
picked a washing machine. If sold 
by mail order, it arrives in a dis- 
assembled condition, the purchaser 
calls for it at the freight depot, 
takes it home, assembles it, and puts 


his ability. If sold at retail, a serv- 
ice man delivers’ the 
assembles it, fills it with water and 
runs it for five minutes as a test. 
All of this hikes the differential, 
which on a_ washing machine 
amounts to about 18 per cent. 

So, while the mail order catalogs 
show many items under the OPA 
price ceiling, there is undoubtedly 
a sizable segment of items priced 
higher than those in last year’s 
catalog. 

Consumer Education Emphasized 

Sears and Chicago Mail Order 
have books slightly smaller than 
last year. Sears’ catalog is 1,302 
pages against 1,498 in 1941. In the 
Sears book, a 20-page index lists 
18,535 items selling below the OPA’s 
price ceilings. 

Sears and Ward devote consider- 
able space to explaining priority 
systems and methods by which re- 
stricted merchandise may be bought. 
Sears, besides its merchandise sell- 
ing function, also sells war bonds 


of the scrap drive, asks cooperation 
with the USO, Red Cross War Re- 
lief and Civilian Defense. 
Both the Sears and the 
books continue to emphasize 


Ward 
con- 


determine what to buy.” Sears de- 
votes considerable copy to telling its 
customers how to preserve some of 
the merchandise, such as refrigera- 
tors, washing machines, etc. 

Among other innovations attend- 
ant in the books, Sears included a 
full-page advertisement for its sub- 
sidiary, Allstate Fire Insurance 
Company, offering the new govern- 
ment War Damage insurance plan. 
The plan covers real estate, furnish- 
ings, personal property, farm imple- 
ments, live stock, motor 
and growing crops and orchards 
Chicago Mail Order announced that 
it would not issue its annual Christ- 
mas catalog this year, and that mer- 
chandise for Christmas had been in- 
cluded in the catalog. 

An interesting trend is revealed 
in Ward's catalog, which is 26 pages 
larger than 1941’s. Heretofore the 
mail order giant has issued a special 


MAILING SERVICE 


Multigraphing 


- Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


110 S. Dearborn St. Wabash 8655 


it in running order to the best of | 


machine, | 


and stamps, stresses the importance | 


sumer education, stressing “How to| 


vehicles | 


book for its 
which constitutes the company’s top 
price and quality line. This year 
the Hallmark line is included in the 
book. This move, along with other 
evidence—such as the inclusion of 
Patek, Philippe & Co. watches 
(price: $250-$550)—leads observers 
to conclude that Ward’s is continu- 
ing a move which it began several 
years ago, a gradual lifting of the 
level of its merchandise. The ris- 
ing standard of Ward’s artwork, the 
attention to better and larger illus- 
tration, the emphasis on legible, 
clearly-defined layout and copy, all 
indicate Ward’s intention of punc- 
turing a higher class market. 

The mail order field has reversed 
its stand of former years on a num- 
ber of things, notably dresses. There 
| was a time when mail order copy- 


| writers had one slogan when deal- 


ing with women’s ready-to-wear, 
|“Tell ’em it’ll wear like iron!” To- 
iday, while durability, washability 


|and other intrinsic qualities are still 
| praised by copywriters, fashion, de- 
| sign and other emotional factors get 
a larger percentage of attention. 
The work involved in clearing the 
1942 edition of the catalogs can 
hardly be minimized; pages of costly 
art and copy work had to 
scrapped, constant changes were 
made to bring the books up to date 
| with a changing economic scene. 
Sears reports that in the printing 


when the government lifted restric- 
tions on the sale of bicycles, and 
the company could offer its light- 
weight “Victory” bicycle for sale; 
and in the case of typewriters, 
where a similar change was made. 
two alterations were made 


These 
after printing had begun. 

As might be expected in view of 
the curtailment of durable goods, 
much of the selling emphasis has 
been switched to soft lines and fur- 
niture. Chicago Mail Order, which 
|had just begun to enter the furni- 
ture and hard lines fields, reported 
to ADVERTISING AGE that it had ex- 
panded its soft lines, and would em- 
phasize available furniture, particu- 
larly in a reduced-size line for small 
war worker homes. 

Sportsmen who have previously 
bought shotguns and rifles from the 
mail order companies have a rude 
awakening coming when they scan 
the pages to pick out that new .30- 
|.30 for this fall season. The guns 
‘are terrifically depleted. Ward's 
lists five models, three shotguns, 
one single-shot .22 caliber rifle, and 
a combination over-and-under gun. 
Similarly, it is no longer possible to 
order ammunition by mail as be- 
fore: shotgun shells are not sold in 


quantities larger than one case of 
20 boxes to a customer, and .22 
cartridges can be bought only 10 


boxes at a time, and then only when 
the cartridges are purchased along 
with a rifle. A note in the catalog 
calls attention to the fact that 
Ward's retail stores have limited 
quantities of guns in stock, a wider 
variety than that shown in the 
catalog. 
What You Can't Buy 

As a sample of what the mail 

order houses won't be selling this 


be | 


Hallmark furniture, year, without priority, consider this 


list from Sears: 


Accordions Garden tractors 


Aluminum cook- Gas hot plates 
ware (jas ranges 
Amateurs’ radio (jrain elevators 


equipment (Giasoline washing 


Are welders machines 

Barn door track Hammer mills 
and hangers Hay carrier 

Brass pipe equipment 

Bronze weather Home recorders 
strip (other Kerosene refrig- 
types available) erators 

Burlap Kerosene stoves 

Cold pack canners Lawn fence 

Copper boilers Lawn mowers 


Copper guttering Lime sowers 
Copper teakettles Mandolins 
Copper tubing Nylon hosiery 
Corn shellers Outboard motors 


Disc harrows Overhead garage 
Drag harrows door hardware 
Electric appliance Paint sprayers 


cord sets Plows 


cash with order. 
$4.75 per inch. 


Electric coffee Portable ovens 
makers Portable radios 
Electric corn Power corn 
poppers shellers 
Electric curling Pressure cookers 
irons Public address 
Electric door bells systems 
and chimes Radiator enclos- 
Electric fans ures 
Electric food Rifles 
mixers Rifle ammunition 


Road scrapers 
Rubber flooring 
Rubber sink mats 
Rubber-tired farm 
equipment 


Electric grinders 

Electric hair 
clippers 

Electric hair 
dryers 


Electric heaters Safety pins 
Electric irons Saxophones 
| Electric ironing Sewing machines 
machines Shotguns 
Electric motors Silk hosiery 


of its book two changes were made: | 


scope. . 


Sprayers 
Spreaders 
Stainless steel 
cookware 
Stainless steel 


Electric portable 
washing ma- 
chines 

Electric radios 
(battery radios 


are available) tableware 
Electric radio Steel beds 

testing appar- Steel curtain rods 

atus Steel farm tanks 
Electric radio- Steel fence posts 

phonographs Steel guttering 


Steel ironing 
boards 
Steel kitchen 


Electric ranges 
Electric roasters 
Electric refrig- 


erators cabinets 
Electric sandwich Steel roofing 
toasters Steel siding 
Electric stoves Steel Venetian 
Electric toasters blinds 
Electric washing Steel wheelbar- 
machines rows 
Eleetric vibrators Steel windows 
Klectric waffle Tennis shoes 
irons Vacuum cleaners 
Fishing tackle and parts 
Galvanized bath- Wash boilers 
tubs Waterproof ply- 
Galvanized wash- wood 
tubs Wire screen cloth 


New Nipples for Baby 


Other merchandising highlights in 
this year’s books: Sears gives more 
emphasis to modern ice boxes. 
Glass cookware is being stressed as 
a replacement for aluminum 
stainless steel utensils. Coveralls 
and slack suits for greaseball Gar- 
bos are evident. . . Sears is showing 
Quicaps, transparent cellophane 
squares, as an alternate for rubber 
nipples on baby bottles. Liquid 
stocking makeup is shown. Sac- 
charin is featured as a replacement 
for sugar... First aid kits get a full 
page in the Sears book, but rubber 
goods in the drug department are at 
a low ebb, with the public being 
urged to buy rubber only when it 
is necessary to health. Bowling 
balls tailored to fit the bowler’s hand 
are now being sold by mail. . . The 
new lightweight bicycles weigh 31 
lbs.; tires and tubes for them use 
only 74% oz. of crude rubber per 
wheel—the remainder is reclaimed 
rubber; the bicycle basket is called 
the “Bermuda,” and is made of 
woven seasoned ash strips. The 
cut in phonograph production 
caused Sears to drop two of its low- 
priced brands of records. 
for service men continue to be 
important. Ward's best optical 
instrument shown is a 98c tele- 
. Files and other office fur- 
niture are wooden. Frequently 


in Ward's book one runs across a 
copy block over which two grim 
words are imprinted: “Not Avail- 
able.” 


Copy Is Frank 


Never hesitant about the fact that 
they sell nationally - advertised 
brands under “private” names, this 
year the mail order companies are 
bolder than usual. Says one large- 
type headline, speaking of watches: 
“Well known Radio Advertised 
Quality.” The text continues: “The 
only nationally - advertised brand 
on which Ward’s can offer you the 
savings selling by mail makes pos- 
sible. We are not permitted to tell 
the maker's name, but these watches 


} are advertised at about twice Ward’s 


The illustration shows the 
watches, but the brand name is 
coyly concealed by a species of 
hieroplyphics 

In toothpaste, too, Ward's speaks 
out: “Tests prove Ward's and a 
famous brand have the same taste 
and same cleansing qualities. Yet 
our price is about one-half less.” 


prices.” 


and | 
| Neil S. Beaton, president of the | 


Items | 


Cd 
The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. Torms 


All other classifications (single insertion rates): 


% in., $2.76; 1 to 8 in. 


REPRESENTATIVE WANTED 
CHICAGO REP WANTED 


Publisher of three trade papers in 
New York, one each in the Diesel 
Field, Petroleum Industry, and Sugar 
field, now ready to appoint Chicago 
| representative who will handle these 
three papers, and nothing else. 


Write National Business Papers Asso- 
ciation, 2 West 45th St.. New York. 


HELP WANTED 
| Copywriter, electrical or mechanical 
|} engineer, graduate science, $3600, 
Wditer, mechanical or civil engineer, 
| plant articles, travel. $4000. 


Steno. for advertising mgr. $1306. 


| papers, 


POSITIONS WANTED 
Capable Trade-Publication Editor, 
Writer, Photographer seeks ha : 
connection with trade or house ur 
newspaper or agency copy-depa ent 
in Midwest or South. 
tox 3752, ADVERTISING AGE gi 


Editor—Publicity 
College man; 10 yrs. unusua 
trade magazines, house organs 
Author 3 books. A-1 
ences. Draft exempt. 
Box 3751, ADVERTISING AGE 


Xp 
Ws. 


VERSATILE ADVERTISING Wyy 
Available 30 days 


| Ase’t Adv. Mur., manufacturer, $200,| 20 years experience as copy ani con. 
COMMERCIAL PERSONNEL tact man with two large adve neg 
| SERVICE agencies and as advertising m;: ger 
332 S. Michigan Ave. at Van Buren | for large manufacturer. Creat: ind 
Chicago, Illinois | produced a variety of camp: igens 
: foods, home appliances, indu als 
| POSITIONS WANTED | University graduate, married one 
Top notch poster designer, Young | Child, good health, cheerful, oy is- 
| man, married, draft exempt, now em-| tic disposition. Inquiries held | ons 
ployed. 15 yrs. exp. seeking change. dential. 
| Box $754, ADVERTISING AGE, Chgo.! Box 3753, ADVERTISING AGE g 
— 
| 
‘Co-ops to Plan Raise Two Alcoa Execs 
W. C. White, president of the 
for Post-War at Aluminum Cooking Utensil Com- 
_ pany since 1933, has been nimed 
_ a. } . ° ° 
Biennial Meeting | vice-president and a director of 
Alcoa Steamship Company, with 
New York, July 23.—When the| headquarters in New York. Ths 
13th biennial congress of the Co-|CoMpany operates an extensive ling 
‘operative League of the U. S. A,| devoted primarily to the transpor- 
tation of bauxite from Dutch Guian; 


meets in Minneapolis, Sept. 28-30, 
international aspects of the coopera- 
tive movement and co-ops’ partici- 
pation in making a peace and a pat- 
tern for post-war living will receive 
much attention, but not to the ex- 
clusion of development of coopera- 
tive activities on the home front. 


Scottish Cooperative Wholesale So- 
ciety and of the British Cooperative 
Congress, will be the principal 
speaker at the special “international 
night” program which the League is 
planning. According to the League’s 
bulletin, “reports from Washington 
indicate that not only international 
cooperative leaders but also official 
representatives of foreign govern- 
ments ... have shown their marked 
interest in the importance of co- 
operative influences on future sound 
and peaceful international rela- 
tions.” 

An entire session of the congress 
will be devoted to “Next Steps in 
Cooperative Organization,’ with fea- 
tured talks including one on co- 


operative education and others on | 


financing and general business prac- 
tices. 


Arms Acct. to D'Arcy 
Winchester Repeating Arms Com- 
pany, division of Western Cartridge 
Company, New Haven, Conn., has 
named D'Arcy 
pany its agency. D’Arcy will 
handle the entire Winchester ac- 
count both on guns and ammunition 
and on flashlights and batteries. 


as 


Ortgies to ‘Harpers’ 


John A. Ortgies, United States 


Lawn Tennis Association, has joined | 
Harpers, | 


the advertising staff of 
New York, in charge of book pub- 
lishers’ advertising and some gen- 
eral accounts. He was formerly with 
Atlantic Monthly and Cue. 


KQOW Opens Studios 


Station KQW, San Francisco, has 


opened broadcast studios in the 
new Fox News Theater, Oakland, 
Cal. 


Meyer Manages WSRR 


Howard Meyer has been named 
station manager of WSRR, Stam- 
ford, Conn. He succeeds Slocom 


Chapin, resigned. 


Advertising Com- | 


Lawton to Nelson Agency 


Donald M. Lawton has resigneé 
as head of the NBC-KPO promo- 
tion department to head the acver- 
tising division for the new A. E 
Nelson Company, 300 Montgomery 
street, San Francisco. 

Kiernan Adds School 

Saint Joseph’s Academy, girls 
boarding school, Brentwood-i:.-the- 
Pines, L. I., has placed its acaver- 
tising with Frank Kiernan & © 
New York. Newspapers and t 


and of freight and passengers \ 
the West Indies and South America 
Mr. White has been succeeded by 
Errett M. Grable, formerly ce- 
president and sales manager of the 
utensil company. 


Buys Cod Liver Oil Plant 

National Oil Products Compan: 
Harrison, N. J., has acquired the 
Boston fish liver reduction plant 
formerly owned by Rowland Marins 
Products Company, the largest an 
most recently constructed cod live 


oil production plant in the United Al 
States. Since this plant functions in 
as a production unit only, sales of es 
its cod liver and other fish liver oi la 
finished products are handled by be 
Nopco’s vitamin sales division at M 
Harrison, N. J. 
a ae be 
Liquor Sales Rise 28% ca 
Michigan’s Liquor Control Com- on 


mission has reported that gross re- 
ceipts from the sale of hard liquo! 
and “heavy” wines totaled $70,785.- 
614 for the fiscal year ended June 
30. This represents an increase 0! 
28.5 per cent over last year. 


olic magazines will be used. 


Celotex Moves Offices 


Celotex Corporation has ope e¢ | 
new general offices at 120 S. b.154! 
street, Chicago. The company 5 ‘ 
fices were formerly located 
Palmolive building, 919 N. M gi 


avenue. 


MONTREAL 


TORONTO 


WINNIPEG 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS ° 
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MORE BIG BOTTLES 
"Uncle Sam Calling!” 


gat 
aS 
oN AX 
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The WAR PRODUCTION BOARD has ordered 

the rationing of metal bottle caps by American 

beverage industries 

Help make one meta! cap do the work of three for 

the Duration Buy Hanley e Full Quart instead of 

three 12 o@ (regular) bottles and save two pre 
cious metal cape for War Production 


And you save money 
on each glass poured’ 


HANLEYS 


m Quarts 


- 
ANG ON BCHAUGHT EVERYWHERE 


Hanley's familiar bulldog helps tell the 
“save bottle caps” story for the New 
England brewer. 


Operation Writes 
End to Career of 
M. L. Annenberg 


Rochester, Minn., July 21.—The 
spectacular “newsboy to million- 
aire” publishing career of Moses L. 
(Moe) Annenberg ended in death at 
St. Mary’s hospital here last night. 
He was 64. 

In poor health for months, Mr. 
Annenberg was paroled on an in- 
come tax conviction on June 3, and 
entered the Mayo clinic. Pneumonia 
developed after an abdominal oper- 
ation on July 14. 

Son of a poor immigrant farmer 
who became a Chicago junkman, 
Mr. Annenberg was born in East 
Prussia in 1878. Working first as 
messenger and grocery clerk, he 
entered publishing as a newsboy for 
the Chicago Evening American, ris- 
ing to a subscription canvasser, and 

irculation manager of the Chicago 
Examiner in 1904. 

Leaving Hearst to organize a dis- 
tributing agency in Milwaukee, Mr. 
Annenberg had amassed a fortune 
in circulation promotions and real 
estate operations by 1918 when the 
late Arthur Brisbane asked him to 
become circulation manager of three 
Milwaukee papers. 

When Hearst purchased the Bris- 
bane papers, Mr. Annenberg be- 
came circulation manager of the 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 


SERVICES 


*Direct Mail Advertising 
*Created and Produced 
*Dealer Help Campaigns 
*Automobile Owner Lists 
*Rated Consumer Lists 
‘Addressing and Imprinting 
‘Contest Judging 
‘Premium Mailings 
‘Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

SOE. 22nd St. Chicago, III. 

MSE. 45th St. New York City 

Venice Bivd., Los Angeles, Cal. 


| 


entire Hearst chain, and publisher 
of the New York Daily Mirror. 

In the early twenties he laid the 
groundwork for his own publishing 
empire by acquiring the Nation- 
Wide News Service, The Daily Rac- 
ing Form and the New York Tele- 
graph. To these properties he added 
the Philadelphia Inquirer, the 
Miami Tribune, Screen Guide, Radio 
and Movie Guide, Click, and a group 
of detective magazines in the thir- 
ties. 

Surviving him are his widow, a 


son, Walter, vice-president of the 
Philadelphia Inquirer, and seven 
daughters. 


His brother, Max Annenberg, cir- 
culation manager of the New York 
Daily News, and earlier of the Chi- 
|cago Tribune, died in 1941. 


WILLIAM MARGOLIS 
| New York, July 
| Margolis, 47, president of Liquor 
|Publications, died of an embolism 
|at New York Hospital Sunday. 

| golis business in 


taught courses 


New York public schools, and 
served in the Treasury Department 
before entering publishing with the 
Atlas Publishing Company. 

Soon after repeal he purchased 
American Wine and Liquor Journal 
and Wine and Liquor Retailer from 
Atlas, and added Liquor News, The 
Monopoly State Review, and Red 
Book Directory of the Wine and 
Liquor Trades to his group. 


JOHN R. BATTIN 

Cedar Rapids, Ia., July 23.—John 
R. Battin, managing editor of the 
Cedar Rapids Gazette, died July 16 
at Rochester, Minn., where he had 
| been since undergoing an operation 


June 27. He was 46. Mr. Battin 
played an active part in several 


crusades to improve state govern- 
ment and eliminate graft and cor- 
| ruption. For its diligence in these 


21.—William | campaigns, the Gazette was awarded | Hay to Macy's 


a Pulitzer prize. 


beter Cc. MASON 
| A native New Yorker, Mr. Mar-| 


C. Mason, former 


| Harold R. Henderson, 


and advertising manager of the 
Rochester Herald, died at his home 
here July 9. He was 79. 


H. R. HENDERSON 

White Plains, N. Y., July 23.— 
assistant in 
charge of the advertising depart- 
ment of Consolidated Edison Com- 
pany of New York, died at White 


Plains Hospital July 15 after an ill- 


ness of several months. He was 46. 


‘Joins Nettleton Co. 


Chester F. McSpadden, formerly 
advertising and promotion manager 
of Talon, Inc., has joined A. E. Net- 
tleton Company, shoe manufacturer, 
Syracuse, N. Y., as advertising man- 
ager. 


Dorothy Hay, formerly publicity | 
director of Burdine’s, Miami, has | 
been appointed assistant to William 


R. H. Macy & Co., New York. 


Announces New Rate 


Parents’ Institute, New York, pub- 
lisher of Baby Care Manual, has 
announced an increase in advertis- 
ing rates, effective with the Janu- 
ary issue. The new rate card, No. 
5, advances the full page, one-time, 
rate from $1,250 to $1,500. Simul- 
taneously, the publisher announced 
that the circulation guarantee for 
the quarterly will be raised from 
100,000 to 125,000 per issue. 


Begins Worker Awards 


The Chicago Tribune has an- 
nounced a series of merit awards to 
be made each month to some worker 
of a war factory in the Chicago 
area. The award—a lapel button 
for men, a pin for women—will be 
given for increasing output, devis- 
ing short cuts, unusual application 


|to duty, improving machinery, etc. 


Account to Conner 


The Conner Company, San Fran- 
cisco, has been named to direct the 
account of Heintz and Kaufman, 


Rochester, N. Y., July 23.—Edwin| H. Howard, publicity director of|Ltd., South San Francisco vacuum 
vice-president | 


tube maker. 


Het heen like that ever since he daw 
THE NEW MUTUAL RATE CARD! 
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Whether or not your heart’s in the Highlands, you'll be mightily pleased at the way the New 


Mutual Rate Card meets your needs and your budget... offering you dominant stations, in 


the important U.S. markets, at the lowest cost in network radio. 


= 


NANA AAA 


HERE'S HOW THE NEW RATE STRUCTURE WORKS: 


All stations are classified in one of three market-size groups. 


Discounts are based on number and size of markets covered. 


The more stations you use, the less each one costs 


Minimum network for volume discounts is 56 stations instead of 80. 


Individual selection of all supplementaries is available. 


Maximum discounts for each market group range up to 50%, 60%, 75%. 


Typical weekly costs, at 52-week rates: 


i! A! 


56 STATIONS 100 STATIONS 204 STATIONS 
ONE HALF-HOUR EVENING $3,745 $4,204 $ 6,015 
E 2 FIVE QUARTER-HOURS DAYTIME 4,801 5,509 9,125 
a THREE QUARTER-HOURS EVENING 6,626 7,403 10,950 
ie mie ge HGR 18) 


Get acquainted now with Mutual’s new passport to profit... Rate Card No. 10. 


THE MUTUAL BROADCASTING SYSTEM 
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ADVERTISING AGE 


Photograph j  § 


ee to the touch of a master player on a concert grand. Both keyboards are black and white, but 


when an artist plays on a fine instrument the critics rave about his ‘‘marvelous range of tonal 
color.” @ It's the same with black and white illustrations and engravings. In skilled hands, they 
; a at sy er can produce an amazing range of color values and contrasts. Today, when more advertising 
is being held down to black and white magazine pages, you need to get more color 
value from the possible combinations of white, grays, and black. You need artists 
and engravers with real color sense... trained to see a spectrum of color 


in one color range. @ Our engravers are known for their superlative 


color work. Advertisers and agencies from New York to Seattle send 
us their work. But now they are sending us a new demand. ‘Show us 


ats what you can do with black and white.”” And we are showing them! 


So ? i Why not let us show you the color possibilities of black and white? 
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NO FOOLING HERE 


PHOTOGRAPHIC pont se roouep! 


REVIEW 


PANCAKE FINDS ITS PLACE IN WAR 


In Philadelphia the rubber salvage campaign wasn't entirely lacking in glamor. 
With the aid of a jolly marine and a crowd that apparently goes for strip 
tease in a big way, Station KYW's Leroy Miller is shown here making her 
sacrifice—by permitting a Red Cross gal to peel off her rubber bathing suit. 
The marine probably feels he should have had a priority on the assignment. 


OF 
THE WEEK 


W 


DRIVE 


The power of Country Distillers Products 
copy featuring old time inventions is be- 
ing stepped up with 700-line newspaper 
copy like this in key markets through- 
out the “bourbon states,” and will be 
increased still more in the fall. Copy 
for T. W. Samuels whisky is placed by 
Sherman & Marquette. 


REST NEEDED 


SH-H-H- 


ALLIS-CHALMERS 
WAR WORKER SLEEPING HERE 


v 


This appealing poster will help night- 


shift workers at Aillis-Chalmers get a 
little more sleep, it is hoped. It was 
designed by Walter Cohn, Milwaukee 


artist, and will be printed in six colors, 
to be placed in workers’ windows. The 
design is copyrighted. 


NO LETUP VISIBLE IN COMPETITIVE SOAP BATTLE 


“lowe my soft, smooth hands to Swan!” 
says PROVIDENCE HOUSEWIFE 


M. fdith M. Good, | 7 larris 


Street, says 


1 guem any women has a 
tine with her hands, if che gets 
im the habit of using wtrong 
soape for diehwrahimg Heleve 
me, | used to 

“Then, for the sake of my 
hands, I tried some floating 
soaps. Rat they took a long 
to suds wp, and the euds dudin't 
Last, erther 


“Jt wae a great day for wy 
handa when | get onto Swan 
It's e0 pure and mild My skin 
whiter and softer since I 
started uerng Swan And Swen 
suds a fast 
fosting snap to cunrpare with 1 


| never knew « 


“Me and Sw are like that! 


1 tefl all my friends about «!” 


after just one cake 


AX f) SWAN"= “or 


ant SPEEDY-Sups 


= Sups cant oe 


= 


cfs 2 


Eri rie Mother finds way 


} @etug her ows ‘Destarer rh. She 
me 


| dition, « 


| dorm And thea { learned New 


alee DCE. & 


to Smoother Hands 


MARGE. C. M. CARDOT. of 15 
East “th Street, whose foor obi! 
dtee are at gtowe op, “fees 
plone aed likes 1” ead  eniere 


a teng-ap job New trory Shay 


tvety alee leaves my 
smoot and soft.” 


Bay goodbye to strong » ashe 
thet can make bande roo? acd 


Dee New Lvory every tume jo. wash 
Arahne mare t's geotle.. 
mins s baby’s Moplenien wap. 
w . dsyey have smoot ber, 
whiter hamlet prowd of 
wom a to Ivery for Dishes 
Creamy mounde of rick thick axe? 
vara righ even io hard water, 
vwamy dishes stark op bright and 
war na emk! And yourkands...apy, 
: ’ _ coh..teeyT be 
moun her god 2) abort days! 
Ger 3 he be oe today 
” ~ Pure / sate 


SAVE HANDS SPEED DISHES 


New Velvet-suds IV ORY SOAP 


Contin ng the hammer and tongs fight for the white floating soap market, copy for Swan and Ivory now bears striking re- 


semble - 
wan 


e to each other. 
copy that recently broke in several markets 


400 lines. 


At the right is localized P&G copy, reported in Advertising Age, June 8. 
Both advertisements shown here, 
(Localized Ivory copy ranks high in readership—see Page 4.) 


At left is localized 


incidentally, were the same size— 


Newest adman's dream is 
the benefit of General Mills’ 
is the detailed explanation of Cheeri's birth and mission in life, and especially 
the box in the lower left corner which explains how she was carefully constructed 


Let's give this little girl « big hand! She's 
~ CHEER! O'LEARY... ofhcial representative for CHEERIOATS 


NEW OATMEAL CEREAL 
o- COMES READY-TO-EAT! 
CORN AND RYE ADDED 


for Unique Tr 


pie Coreen Pheer 


“Cheeri O'Leary,” 
Cheerioats. 


who will hereafter do her stuff for 
Innovation among trade characters 


after "nearly a hundred sketches.’ (Story on Page 4.) 


AWARD PRESENTED FOR RETAIL BOND COPY 


The major award in a contest for the best advertisements by Detroit retailers 
promoting war bonds and stamps in newspapers of June 30 and July | went to 
the Ernst Kern Company for its full page in color, headed “Bonds or Bondage?" 
Shown here at the presentation are Percy Atkinson, copy chief, Campbell-Ewald 
Company; D. C. Murray, president, Adcraft Club of Detroit and Detroit manager 
of Fortune; Bandmaster Kay Kyser; R. G. Barriscale, advertising manager, Kern's; 
Otto Kern, vice-president and general manaaer of the store; Harold Hastings 
(almost hidden), secretary-manager of the Adcraft Club, which conducted the 
judging; and Murray D. Van Waggoner, governor of Michigan. 


STRONG ATTACK ON THE "SEVENTH COLUMN" 


3 AMERICANS KILLED BY THE J COLUMN 


Smoke FO CORBI — Help Win the We 
‘ m How You Can Maly 


Ler) temp The: Manane 


Ne aoap ene megnrighand. (105 819 05) reli be glad te wed e0re vapies eithen 
ee wba and sther puis tathdings for panting an bullet beards 


This full-page, newspaper-size reproduction of the opening advertisement in 
Liberty Mutual Insurance Company's new campaign against the “seventh column 
—carelessness’ is being used as a mailing piece. It appeared last week in 
newspapers in Boston, Chicago, New York, Philadelphia, Washington, San Fran- 
cisco and Atlanta, in full-page space. and will run late this month and during 
August in Business Week, Fortune. Life. Newsweek, The Saturday Evening Pos# 
and Time. Additional copy will run in these magazines through the remainder 
of the year, and will be backed up with booklets, policyholder mailings, posters 
and payroll inserts. (Story on Page 6.) 
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Never Underestimate the Power of a Woman! 


Nor the Power of the Magazine Women believe in! 


For the 4th consecutive year, the August Journal leads the previous August in adver- 


tising lines and revenue, bringing 1942’s gain over 1941, for 8 months, to $510,408. 


LADIES HOME JOURNAL 


a THE WORLDS LARGEST AUDITED MAGAZINE CIRCULATION 
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